










Combined with 


MERCHANTS: RECORD & Ow, WINDOW 





STERLING 
WNLAID 


THIS FALL. .BE SURE TO GET YOUR SHARE 


of WLS itinerant displays. Thousands of these dramatic colorful presenta- 
tions heip retailers sell more merchandise at FULL PROFIT every month. 
Many incorporate the new WLS Min-Event development—people—products 
—scenes ... in full relief, full color ... third-dimension sales stories ... 
interesting to look at, easy to understand. Available on many of America’s 
leading merchandise lines. No cost except small incoming transportation 
charge. Write us about lines you will promote with Itinerants. 


NEW YORK WORLD'S FAIR 1939, AND CHRISTMAS PROMOTIONS 


Display and promotional materials authorized by the New York World’s Fair 1939, a 


service for stores large or small. Min-Event models .. . original full color paintings ... 
beautiful ‘‘comura’’ decorations. Also new ‘‘comura’’ decorations for Christmas. Capitalize 
on this outstanding plan... Write today for FREE illustrated brochure. 


W. L. STENSGAARD & ASSOCIATES, INC. @ 346 N. JUSTINE AVE., CHICAGO, ILLINOIS 
NEW YORK OFFICE: RCA BUILDING, ROCKEFELLER CENTER 


© wis, 1938 














MERCHANTS RECORD AND SHOW WINDOW 


Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 











VOLUME XXXII 


SEPTEMBER 1938 


NUMBER 3 








CONTENTS 


Fluorescent Illumination—A Lighting Trend . . . . . 


Stage Technique In Diepley. =. 4» - «© se se ee 
Novel Variations Of Fall Theme Mark Fifth Avenue Displays 


The Eye Of The Shopper 
Backgrounds Of Gold 


By Kathleen Rivers. . 


By Jay Carver 
By Rudolph A. 


From Head To.Foot. . . .. =. a ef dee 


Display Studio Problems—I. Construction Kinks By Howard Williams .  . 
By G. Alvin Smith. . 

By Arthur E. Skoler . 

By Donald E. Springer . 
By William J. Caddelle . 


Now For Better Fall Displays 


Practical Pointers 


Stress The Merchandise 

New Spear Store's Display Follows One Theme 
Timely Display Ideas 

Glorifying Merchandise 


By James Kiley 
By Kenneth D. 


Beauly Aids On Parade. 2. 3. 1 te a ew 8 
Handkerchief Display Series Based On Sales Points 


Editorial got 


Coler Lighting Your Window 


Think This Over 


- The World's Longest Path 


By Daniel Lang 


. . - > . . . . . . . 


Point-of-Sale Gallery Of National Display . . . 
ae a a ee 


Reminiscing .. 


THE DISPLAY PUBLISHING COMPANY 


Eastern Office: V. W. Sebastian, 151 Fifth Ave., New York City 


Published monthly at $3.00 a year for the United States and Canada; foreign, $4.00 a year; single copies. 30 cents. For sale on news stands supplied by 
Entered as second-class matter September 20, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 


the American News Company and its branches. 





By Harry Horst Scheid. . 
By Frank G. Bingham... 
By Joseph M. Kraus. 











‘ 6 
Bossard. . 8 
10 
11 
12 
4 
16 
18 
20 
22 
McGannon . 24 

2. he 





Aguilar . 






- . 








° * + 







+ ce Te 
30 
32 
36 
38 
40 
35 
44 


NATI, OHIO 





















CINCIN 








| 








1938 


"The importance of window display, | be- 

lieve, is generally accepted by merchants as 
B® being of first rank in retail merchandising. It 
does or does not render the expression of the 
store's activities and merchandising in the 
ratio of the acceptance of its importance. It 
represents a more responsible invitation to 
the public to patronize the store than does 
any other mode or method of advertising, as 
itis a direct visual appeal employed to at- 
tact attention and create a desire on the 
part of the passerby to patronize the store." 
~Victor W. Sincere, president, Frank & Seder, 
Detroit, Mich. 


OUR NEXT ISSUE 


The October issue will be the annual Christmas num- 
ber, replete with practical ideas for holiday displays. 
Watch particularly for the novel English toy windows; 
old-fashioned Christmas settings which pulled superbly 
for an Oakland, Calif., store; holiday furniture displays; 
drawings and photographs of unusual animations; 
Christmas exterior trims; James Kiley and Alvin Smith's 
Christmas display ideas; the second article on studio 
problems and their solution; Arthur Skoler's article on 
card writing; Lord & Taylor's beautiful new third floor; 
and last but not least—photographs of the distinguished 
displays used during the annual fall opening in Port- 
land, Ore. 












THE COVER 


Clinton Clarke, display director for the H. 
& S. Pogue Company, Cincinnati, Ohio, ush- 
ered in the August fur sales with a series of 
displays remarkable for their novelty and 
beauty. For his backgrounds he used a new 
dark wine seamless paper, against which gold 
Scotch tape formed a diamond pattern. Each 
diamond had for its center a small plaster 
animal, ten different types being represented. 
The "drapes," incidentally, are not drapes at 
all, but are also of plaster. 
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THE NEW 
DISPLAY CORRUGATED 


YES - you can actually walk on it ... lean 

on it... bump against it... yet it’s surface 
will retain that original NU-TRIM decorative 
beauty. It has two or three times the life of 
ordinary Corrugated, yet it costs no more. 
That is good economy. 

Use it for flooring in windows, cases and 
counters. Cover walls, backgrounds and 


columns ... it’s beauty is without equal. 


Now 72 INCHES HIGH 


In addition to the standard 30, 48 and 60 
inch widths, NU-TRIM is the only Corru- 
gated with that extra value of a full 72” 
width - in rolls 6 feet high by 25 feet long. 
72” NU-TRIM is just the material for those 
high backgrounds and for full columns and 
pedestals. Made in Heavy Duty weight for 
those important jobs. 


PRINTED BACKING -A complete alpha- 
bet in 5“ letters, 2 sets of numerals, stars, 
leaves, punctuation marks, circles and 2 types 
of scallops running the entire length of the 
roll. The most complete backing sheet yet 
designed for making Cut - Outs. 
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Fluorescent Ilumination== 
A Lighting Trend 


Development of the new fluorescent lamps 
to a point where they are now being produced 
in a variety of colors with an infinite appli- 
cation to store illumination and display, marks 
a new trend in lighting. As the nature of the 
lamps becomes more fully understood they 
will be given more extensive use, particularly 
in the retail field. 

The operation of the lamps consists of a 
series of steps, completed within the space 
of a few seconds. Within the bulb of the 
new fluorescent lamp is a trace of mercury, 
a small amount of argon gas at low pressure, 
and a coating of the fluorescent powder. When 
the current is turned on, the argon serves as 
a “starter,“ and in a fraction of a second a 
feeble blue light with a large component of 
invisible ultra-violet radiation is generated in- 
side the tube. The ultra-violet radiation 
strikes the fluorescent coating and is re-radi- 
ated in the visible range of the spectrum. 
Like all electric-discharge light sources, the 
fluorescent lamps require special transformers, 
or chokes, which serve as valves in control- 
ling the flow of electric current. Unlike some 
other types of mercury-vapor lamps, however, 
they attain full brilliancy in a few seconds. 

Some idea of the use of these newly per- 
fected lamps for display purposes or store 
illumination can be obtained from the four 
photographs—taken of “sample” installations 
made at the General Electric Institute, Cleve- 
land, Ohio. Unfortunately it is impossible to 
show the colors of the light cast by the 
fluorescent lamps, but it is said the company’s 
illuminating engineers have virtually brought 
the rainbow and daylight indoors through the 
use of these new lamps. The purpose of the 
mtumerous fluorescent displays recently in- 
stalled is to show visitors, by the seeing-be- 
lieving demonstration technique, the wide 
Variety of uses to which the new filamentless 
bulbs can be put. 

Convincing applications in the Institute in- 


clude fluorescent lighted store interiors, dis- 
play windows, display cases, architectural 
elements, coves, niches, foyers, and offices. 

Owing to the fact that fluorescent lamps 
remain relatively cool while in operation and 
produce surprisingly high amounts of light 
for the current they consume, startling effects 
never before achieved enhance the beauty and 
effectiveness of many of the exhibits. One 
of the window displays, for example, demon- 
strates how a florist can flood his displayed 
flowers with a wealth of white or tinted il- 
lumination without subjecting the blooms to 
excessive heat, as seen in the center picture. 
Only one long bar in a reflector is needed 
here to saturate the window with relatively 
cool lighting. 

Another fluorescent exhibit demonstrates 
how effective daylight illumination can be 


had in a store by placing the wand-like lamps 
end to end so as to form continuous lines 
of glareless light on the ceiling. Two show 
cases displaying identical merchandise dem- 
onstrate the difference between incandescent 
and fluorescent lighting insofar as the heat 
factor and color discrimination are concerned. 
This is seen clearly in the photograph at the 
lower left. As for the store lighting itself, 
the exposed luminous wands on the ceiling 
provide ample general illumination, while con- 
cealed wands answer the touch of a switch 


—Several applications of the new fluorescent 
lamps are seen in the accompanying photo- 
graphs made at the General Electric Insti- 
tute. The lamps are relatively cool in opera- 
tion and heave an infinite number of uses in 
display and store illumination. They come 
in red, gold, pink, green, white, and daylight. 
They produce a surprisingly high amount of 
idumination for the amount of current they 
consume— 


to create background lighting of various rich 
hues. 

In other exhibits the entire line of the new 
Mazda fluorescent lamps—red, gold, pink, 
green, white, and daylight—is used to show 
the versatility and flexibility of the remark- 
able mercury vapor sources, 

Another application is seen in the illustra- 
tion at the lower right, where is mirrored the 
fascinating pastel hues emitted by fluorescent 
lamps in the long luminaire in the Institute 
foyer. The rainbow light is reflected by a 
stainless steel surface. A  semi-translucent 
trough contributes an added note of dec- 
oration. 

That incandescent and fluorescent light 
sources can be readily interchanged in many 
types of existing fixtures is demonstrated by 
the photograph at the upper right. 
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Stage Technique 
In Display 


More and more the display field is fol- 
lowing the examples set by the legitimate 
stage, insofar as lighting, dramatic settings, 
and the like are concerned. Dramatic, or 
“heatrical” lighting is now a familiar term 
to every displayman, many of whom make 
use of it daily. The use of color to catch 
and hold attention is another common prac- 
tice, as is the grouping or arrangement of 
displays much as stage sets are designed to 
attract the eye to any desired section of the 
“display” through the use of background 
treatment, skillful lighting, or the complete 
setting. 

Displays might even be compared to a 
scene from a play, lifted bodily from the 
stage and fixed in position for the benefit 
of a constantly changing group of spectators. 

There can be little question but that the 
stage as it is at present, and as it will con- 
tinue to evolve from the designer’s stand- 
point, is a natural source of ideas f6r the 
alert displayman. 

Professor Stanley McCandless, A.B., 
M.Arch., A.I.A., of Yale university, speaking 
before the Esquire “Fashion Forum,” as re- 
ported in the June issue of DISPLAY 
WORLD commented: “There is every rea- 
son in the world why the methods of lighting 
used on the stage should be lifted bodily and 
‘employed in window displays. ... I am in- 
‘tensely interested in seeing some of the ef- 

s of lighting in the theatre being put to 

uses. In a show window the fact that 
we are dealing with inanimate objects offers 
tnumber of advantages.” 

rofessor McCandless was speaking par- 
Micularly of lighting, but Peter Siks, several 

‘whose display settings are shown on these 

pages, believes in going still further and 
fimvesting his displays with the drama of the 
Mheatre in setting as well as in lighting. Siks 
well qualified for the designing of dis- 
Plays of this nature, since for many years in 
( any he was a prominent designer for 
the stage; some of his settings have ap- 
‘eared in the most elaborate productions in 
‘that country. After coming to America some 
Mime ago, however, Siks’ natural inclination 
Hed him away from his first love and into the 
Meld of display. It was natural that the 
Mechnique acquired in years of designing 
‘Stage settings should find its way into his 
Mew creations, with the result that we find 
him evolving settings in which the simplicity 
Wequired by display is given a superb touch 
of dramatic interest through lighting, ar- 
angement, novelty of idea, and general at- 
Mospheric treatment. 
» Future issues of DISPLAY WORLD will 
Wontain more of his display designs, accom- 
Panied by articles in which Siks will explain 
his methods in greater detail. 





—It is a privilege to present on these two 
Pages several of the display designs of Peter 
Siks, formerly a prominent designer for the 
German stage. Siks is now a resident of the 
United States and is using his stage tech- 
nique for the creation of outstanding display 
Settings. More of his work will be shown in 


future issues of DISPLAY WORLD— 








Novel Variations of Fall Theme 
Mark Fifth Avenue Displays 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 





As September rolls around once more and 
the younger generation starts its annual 
hegira back to classroom and campus, New 
York City department stores place the accent 
on youth and the colorful fashions that make 
up the college wardrobe. Newspaper adver- 
tising, college shop interiors and window 
displays dramatize the three “R’s” with giant 
slates, notebooks, and pencils, while outdoor 
campus settings reflect even more faithfully 
the youthful college spirit. 

Added to the general burst of activity 
started by the school windows there are 
many other highlights that make this an 
outstanding season in display. With Macy's 
opening a new stretch of windows to the 
public and Lord & Taylor doing the spec- 
tacular in the way of a millinery promotion, 
New York displaymen are putting on a grand 
show. 

With all the familiar charm and homey 
Scotch atmosphere of a novel by Barrie, 
Franklin Simon’s devoted four windows to 
a presentation of plaids. Stressing the Vic- 
torian theme throughout the series, Display 
Director Beaumar Jaimes here depicts an 
interior setting in the approved decor of that 
period. . 

Attention centers on the old-fashioned 
table with its lace tidy, its green glass kero- 
sene lamp with painted flowers, and _ other 
household treasures surrounding it. Elab- 
orately carved chairs which complete the 
furnishings are upholstered in bright plaids, 
the center one serving as a support for the 
white and gilt frame enclosing the window 
card with its faintly colored figures in old- 
fashioned costumes. 

Striped yellow and white wallpaper covers 
the curved left wall and center panel hung 
with bright water color portraits—though 
done in modern style—quite in keeping with 
the period by virtue of their old-fashioned 
gilt frames. The right wall is done in @ 
clear green with the floor in a deeper har- 
monizing tone. 

The dramatic simplicity of Macy’s new 
Broadway windows is visualized in this dis- 
play, one of the opening series in which 
Display Director Irving Eldridge presented 
“grape tones with Persian and a dash 0 
color.” The background is finished in white 
and the setting is composed of movable 
white blocks, platforms, and columns which 
























































masses of purple and red grapes are heaped 
on the platforms and due to the air-cond' 
tioning of the windows, stay as fresh 4 
when they were on the vine. . 

Crumbled walls of mellowed pink brick 
against a soft azure background lend an al! 


—Typical of current New York City displays 
are these by (top) Beaumar Jaimes, Frank- 
lin Simon & Co.; (center), Irving Eldridge, R. 
H. Macy & Co.; (lower), Beaumar Jaimes— 
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can be arranged in any desired form. Grea! § 
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—Complete descriptions of these displays 

are given in the accompanying article. Top 

display by Hal Williams, B. Altman & Co.; 

center by John Rosenberg, Abraham & 

Straus; lower, by Dana O'Clare, Lord & Tay- 

lor. (All photographs by courtesy of Wor- 
singer Window Service) — 


of tradition to this outdoor campus setting 
at Franklin Simon’s—one of a series in 
which Beaumar Jaimes presented college ap- 
parel. [he mannequin seated on the highest 
point of the wall lends needed height to the 
display and at the same time directs the eye 
to the wooden signboard directly beneath 
her feet on which the window caption is 
lettered in dark red. 

“Answers ... to the burning question of 
what to wear on the campus this fall .. .” 
are offered in a full stretch of six windows 
at Altman’s, with fashion text in this display 
advocating “mix or match, the answer to 
the classic question of tweeds, bright with 
possibilities for individuality.” 

For necessary color, Display Director Hal 
Williams does the bicycle in pea-green and 
the stylized wooden tree in a bright plaster 
pink, draping both with brightly colored ac- 
cessories and arranging others around the 
show card and on the panel. 

The window caption is carried in brown 
lettering across the green painted wooden 
strip running from left sidewall to right 
foreground. 

At this time of year all roads lead to col- 
lege—an idea that is cleverly put across in 
the window of campus fashions by Display 
Director John Rosenberg of Abraham & 
Straus. The big map of the United States 
covering the entire backwall is painted a 
lime yellow with the states marked off in 
magenta and the surrounding water indi- 
cated in bright turquoise. Black tape rail- 
road lines stretching across the map merge 
in the college center of New England where 
gay paper pennants are lettered with the 
names of leading women’s colleges located 
there. Across the foreground the “Vasaar 
Special,” its bright red, blue, yellow and 
green paper-covered cars spilling out color- 
ful accessories, ascends a “branch” of the 
black tape railroad toward the focal point. 

“Lord & Taylor’s has done it again!”’— 
was the excited comment heard up and down 
the avenue recently, when Display Director 
Dana O’Clare launched another of his spec- 
tacular millinery promotions—this time de- 
voting nine windows exclusively to showing 
the new fall hats. As in the Easter series, 
the windows were dropped below street 
level, bringing the crowds in close to the 
glass. 

In the foreground of each window a giant 
Vanity mirror of gilt wood and silvered sheet 
foil makes a base for the torso of a single 
Mannequin surrounded by hats and holding 
others aloft in admiration. Balancing this 
is the white scroll in the opposite corner, 
stuck through with a jeweled pin and bear- 
ing the gaily worded text, “Hats! Hats! 
Hats !—nothing more important this fall— 
tip them . . . tilt them ... take yours in 
Green !” 

Concave backwalls are done in a soft tone 
ot the featured hat color, and are theatri- 
cally lighted. Clusters of hatboxes, hats, 
and colored tissue are massed on the walls 
while single hats suspended on thin wires 
appear to float in the air. 
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It has been said that it is virtually im- 
possible to determine what percentage of 
window shoppers are drawn into a store 
through the influence of the window. Manu- 
facturers of nationaily known merchandise 
have compiled figures showing that on cer- 
tain of their displays being used by one re- 
tailer in his windows, there has not only 
been an increase of sales in that store, but an 
increase in the sales of other stores carrying 
the same merchandise. This statement may 
be applicable to such products as flash lights, 
automobile tires, ginger ale, and shaving 
soaps. But what of the merchant who wants 
to present to the public his own particular 
kind of merchandise and does not handle 
this type of nationally advertised goods? 
His answer is, and always has been, his 
show windows. 

The presentation of merchandise to the 
public, the method of arresting the atten- 
tion of the people on the street and the-in- 
vitation to purchase, are problems whose 
solution has been left to one group of men, 
and as a result we have today a recognized 
profession: that of display. We do not mean 
by that that every felt-slippered man we see 
in the windows after hours placing apparel 
on a T-stand or draping a figure is by virtue 
of those acts a professional man. We are 
referring to the man who designed the entire 
setting; the man who studied the effect to 
be produced; the real architect of the 
display. 

The writer of this article is not a display- 
man. . He knows little about the qualities of 
merchandise. He is, however, in the same 
category as the average man on the sidewalk, 
a shopper—either actual or potential—and 
his reactions to display represent the gen- 
eral impressions carried by the mass _ of 
shoppers. So to come down from the ledge 
of formality to a level more personal, let us 
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The Eve Of The Shopper 


By JAY CARVER BOSSARD 
Architectural Designer, Philadelphia 


proceed to discuss display in the first person 
rather than writing in the third. 

Windows appeal to me not only because 
they display the merchandise carried in the 
store but from an aesthetic standpoint as 
well. As an architectural designer and land- 
scape architect, I am immediately drawn to 
a window for the same reason that I am 
drawn to either a rendering of a proposed 
building or a landscape lay-out. The win- 
dow compels attention by its arrangement 
of the merchandise, the use of color or the 
novelty of the design in its entirety. I ex- 
perience a kindred feeling for the designer 
and appreciate how he worked out his prob- 
lem. Besides the application of his knowl- 
edge regarding proportion, balance, rhythm, 
scale and the employment of what we call 
“climax,” he must carry in mind that most 
vital object, sales-appeal. He tries to create 
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attention and interest in the shopper's mind, 
then admiration, and finally a desire to pur. 
chase. He must go that final one step fur. 
ther, otherwise he has created something 
only to be seen, rather than to cause action, 
If may be very beautiful and highly pleasing 
but the shopper has only the same feeling 
he would have when gazing at a painting. 
As to the effect the store owner wants, the 
shopper is left cold. Why some window 
displays draw people into the store is best 
known only to them. But it is most essen- 
tial that the display profession also knoy, 
That is its ultimate goal in life. 

What I have said so far is elementary and 
obvious. What I am about to say is not 
meant in any sense as criticism, but in the 
same spirit as I would discuss a plan or 
elevation with another architect. After all, 
architects and displaymen are in the same 
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line of work. They employ the same rules 
and basic principles. The architect cannot 
lure people into his drawing, but the display- 
man can draw people mentally into his wii- 
dow and actually into the store. 

Even considering the great strides made 
in window display during the past two de- 
cades, the improvement in backgrounds, 
lighting, use of color and down to the char- 
acter of lettering, there is in most displays 
something lacking. The designer fails to 
put the onlooker into the window. It 1s 4 
matter of pure psychology. The man or the 
woman, particularly the woman, must he 
made to feel the merchandise either upo! 
themselves or in direct personal relation t 
themselves. QS 

Merely striving for a stunning effect ™ 


—The display illustrated immediately above 
was done by Alex Demey for Roos Brothers, 
San Francisco, Calif., while the one at the 
left was created by Armand C. Raining, 
Boyd-Richardson Company, St. Louis, Mo.— 
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—White tie and tails are presented before 
an interesting background in the window at 
the right; designed by H. H. Littell, L. Bam- 
berger & Co., Newark, N. J... . Next follows 
a display by Del Heizer, Mabley & Carew 
Company, Cincinnati, Ohio, illustrating the 
"cramming’ possibilities of Hudder topcoats. 
. . « The lower illustration is of a "saddle 
stitching" display by Carl W. Ahlroth, The 
May Company, Los Angeles, Calif.— 


decoration is not enough. You can exhibit 
the finest furs on stands or on figures. The 
shopper will admire the furs. But if the 
window depicts an entrance hall scene with 
a wall table, lamp, chairs, with gloves and 
bag on the table and the fur coat thrown 
across a chair, the woman immediately wants 
to pick up the coat and try it on. The whole 
effect of the scene is familiar to her. It is 
homey, inviting, informal, and gives her the 
feeling—the feeling, not the thought—that 
some friend has arrived, gone upstairs, but 
will shortly return. Just observe women at 
an afternoon gathering in a home and you 
will understand what I mean. Bear in mind 
of course that I am not saying a window 
should be decorated like that. I am merely 
illustrating the theme or idea. 

Jewelers often use a plaster hand resting 
on a stand or pivot in their window, placing 
a bracelet on the wrist and a ring or so on 
the fingers. Any one knows that it is merely 
a model and only shaped like a hand, and is 
used only to suggest realness. If the hand 
were made life-like it would at once be 
gruesome, almost as though borrowed from 
some dissecting room. But, if a background 
of black velvet curtains were used and a life- 
like hand extended horizontally as though to 
part the curtains, it would create the feeling 
or illusion that an arm and head were about 
to appear. In this case the hand could be 
fully lifelike and the jewelry would give the 
effect which every woman wants to see. The 
hand and wrist becomes her hand and wrist, 
she sees the bracelet and the rings on her- 
self, even feels them, and she simply must 
have that jewelry. 

Many other kinds of merchandise are sus- 
ceptible of treatment in what I like to call 
psychological displays. Shoes, furniture, 
kitchenware and equipment, toilet prepara- 
tions, and a host of others can be displayed 
in ways never before attempted. I do not 
mean the bizarre or even the unique, but ef- 
fects can be obtained which will make the 
onlooker feel himself a part of the entire 
setting. He then easily passes from a po- 
tential sales prospect into buyer. 

If I were asked to design a window dis- 
play, I would approach the subject as a 
problem. I would follow the same procedure 
an architect employs when he is retained to 
Cesign a building. Before putting pencil to 
paper he first turns over in his mind the 
basic element to be considered: what is to 
be the function of the structure? How do 
people move and conduct themselves in such 
a building? What will they enter for, how 
long will they stay, how will they leave? A 
mill, a store, club, theatre, or residence all 
have a function as regards people. Once 
having determined upon a plan which enables 
such a building to function most efficiently, 
thought is then given to the design. The 
exterior should proclaim what the building 
Stands for. I would have the same mental 
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processes when considering a display. I 
would first study the merchandise itself as 
to how it actually functions; how the indi- 
vidual actually handles and uses it. After 
that I would plan a design to display the 
theme. 

For some years past we have been hearing 
the phrase, “Make America Beautiful.” Bet- 
ter housing, better city planning, aesthetics 
in the business districts, new store fronts 
and so forth are all laudable ideas even if 
too idealistic. The store owner ought to 
keep in step with modernization, for the dis- 
playman is handicapped in designing lay- 
outs for modern merchandise in a Victorian 
window frame. But the relation of store 
fronts to merchandise is a topic in itself. 
We will hear more of this in time. It is a 
subject for the joint research of the architect 
and displayman. Theoretically they have the 
same type of minds. 

The foregoing constitutes, as I hinted be- 
fore, the random thoughts of an average 
shopper. I pen them for what they are worth 
—merely suggestions of thoughts to a kin- 
dred profession. 
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The Marston Company, San Diego 








Ta RAE 


SEPTEMBER, 1938 


Do you recall the story you probably read 
during your childhood, about the little boy 
who longed to live in a neighboring house 
because it had windows of gold? And how 
he visited the place, only to discover that 
they were of glass, while the setting sun 
shining on the windows of his own home in 
the distance turned the panes to gold? 

That story must have been recalled by 
many of the passersby who stopped before 
the Marston windows illustrated at the left, 
for all the elements of the tale were present 
—the windows, light in profusion, and gold— 
although in this case it was really the pre- 
cious metal. For the backgrounds in four 
windows were covered with squares of gold 
leaf which gave forth a lovely radiance to 
add a note of luxury to the merchandise. 

It should be explained that the “precious 
metal” was relatively inexpensive, since it 
was that type of gold leaf known as “Dutch 
Metal,” which—although it does contain a 
percentage of gold—is much cheaper than 
the real gold leaf, and is much easier to 
apply. It was purchased from a local paint 
firm, along with the gold leaf sizing with 
which it was put on. The total cost of the 
backgrounds amounted to several hundred 
dollars, but from the reaction they caused 
and the length of time they were effective, 
they were well worth the cost. 

These four windows were originally de- 
signed in Neo-Classic style, for spring. Done 
completely in white, they offered a very 
pleasing contrast to our warm California 
climate through their cool and _ inviting 
effect. 

The background for each window was, and 
is, bas-relief moulded on plaster board. The 
columns, capitals, divisions, and scenes were 
all made in San Diego. Each window re- 
quired a background 18 feet in length by 11 
feet high, this being composed of four and 
one-half panels 4 feet wide by the necessary 
height. 

The upper illustration is of the scene en- 
titled ‘“Terpsichore,” while in the center 
photograph is seen “The Birth of Spring,” 
and at the lower left is “Pegasus.” The 
fourth window, not shown, was called “The 
Fountain.” 

For fall we covered the panels with gold 
leaf, which represented a considerable task 
in itself in order to insure a smooth appear- 
ance. The spring scenes, when given this 
treatment, proved to be admirably adapted 
to autumn apparel. The trimming, moulding, 
and columns were done in old ivory. The 
over-turned vase in each display spilled a 
profusion of colorful and beautifully finished 
fall fruits, natural wheat, and tinted cat- 
tails. The whole setting gave a rich and 
dignified effect to the window. 

The camera is said to see better than the 
eye, and in this case it is quite true. The 
division of the gold leaf squares was barely 
perceptible to the vision, but the camera has 
accentuated each square as seen in the plioto- 
graphs. The impression given the pas serby 
was that a soft golden glow permeate‘ the 
entire arrangement. 
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—Few men would be so hurried that they would pass these displays—fea- Store, Sacramento, Calif. (The background showed a leaping rainbow 
turing apparel for both extremities—without a second look. The display- _—_ trout, a reproduction of the same scene in the lining of each hat.) Center 
men responsible were: upper left, R. E. Ritson, Cottrell Clothing Company, right, Karl Kneis: lower right, Dick Peterson, P. A. Meyer & Sons, Erie, Pa. 
Denver, Colo.; left center, A. J. Roeder, William H. Block Company, (This window was awarded a prize in the recent Interwoven national 
Indianapolis, Ind.; lower left, Karl Kneis, for Stix, Baer & Fuller Com- display contest, placing third in the 50,000 to 300,000 population group. 
Pany, St. Louis, Mo. Upper right, Jack Bidwell, Jim Patterson's Men's A complete report on the contest is given elsewhere in this issue) — 








In answer to a great need for smoother 
operation in the display design and construc- 
tion studio, the author is embarking on a 
series of articles which he feels are impor- 
tant, not only to the operator of a private 
display studio but to display directors in de- 
partment and specialty stores, to manufac- 
turing concerns which operate their own dis- 
play departments, and to all who have a 
personal interest in the field. He hopes to 
cover many elementary problems, as well as 
a few of the more advanced ones. 

DISPLAY WORLD has manifested a 
keen interest in promoting display produc- 
tion procedure to a more elevated scale, and 
this interest is further manifested by its co- 
operation with the author is presenting this 
series of articles as a service feature to its 
readers. 

In recent years, display has advanced to a 
level where it carries the technique of 
skilled artists and craftsmen whose studies 
have made it a science in better merchandis- 
ing. It naturally follows that with the myriad 
of articles in modern merchandise on the 
market today, display problems have become 
increasingly more numerous. It is, there- 
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Display Studio Problems 


Il. CONSTRUCTION KINKS 


By HOWARD WILLIAMS, President, 
Co-Operative Displays, Inc., Cincinnati 








This article is the first of a series 
on display studio operation in which 
will be discussed various construction 
problems and their solution, short cuts, 
economies, and the like. While written 
for the display studio, displaymen in 
retail stores will find the articles of 
great value because of their practical 
nature and suggestions which can be 
put into practice in retail display de- 
partments. Other contributors to the 
series will be Albert Bliss, president, 
Bliss Display, New York City, and 
H. W. Morton, display manager, the 
Coleman Lamp & Stove Company, 
Wichita. 








fore, essential to analyze closely the most 
practical methods of providing new display 
ideas, in actual form, to tie-in artfully with 
the high scale of contemporary professional 
advertising and merchandising. Merchandise 
presentation is an art involving the skill of 
many artisans, the talent of geniuses, and 








































—The construction of giant reproductions calls 

for considerable ingenuity on the part of the 

displayman. Here a huge “light bulb" is being 

built up of fir plywood ribs, chicken wire, rags 

soaked in sodium silicate, etc. The drawings on 

the following page illustrate typical construction 
kinks— 
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common sense in execution; so it ranks as 
a highly specialized profession. 

The author will call upon several men 
experienced in various lines of display tech- 
nique to contribute their fund of knowledge 
to the outlining of a more understandable 
operation of display activities. In this first 
article of the series, we will demonstrate 
some very commonplace examples, both by 
word and _ illustration, indicating simple 
treatments that are basically important in 
developing practical, modern displays. 

We will first treat a few of the problems 
termed “kinks,” which every displayman has 
encountered or will encounter in his display 
execution. For instance, we know that one 
common problem in building panels and 
backgrounds is the prevention of warpage. 
We also know that it is difficult to obtain 
smooth, round corners. We further know 
that certain bracing and tricks in construc- 
tion afford better displays. And too, we 
should, at the outset, realize that it is im- 
portant to design displays that can be 
economically executed, and that the design 
should not run wild with ideas, with no 
thought given to construction problems. 
Upon the inception of a display idea, it is 
well that the designer confer with the con- 
struction man, and thus gain the necessary 
knowledge of construction features to make 
his design a practical one. We should also 
further bear in mind that price often governs 
and sets up limitations in -construction de- 
tails. Even though this be a fact, we must 
all agree that simplicity, both in design and 
construction, makes better displays, easier 
for the eye to conceive, and smarter for 
merchandise presentations. With proper 
construction knowledge, effects may be ob- 
tained that present the merchandise in a 
much finer way than the extravagant thought 
would. “The finer things in life are the 
simple things,” and so it is with display. 

For the preparation of construction “kinks” 
examples and illustrations shown herewith, 
I have called on Fred J. Wade, an associate 
serving as construction head, an expert in 
this phase of display work, with many years 
experience in scenic construction; in this 
same connection I have been assisted, also, 
by George W. Benckenstein, Jr., a graduate 
in architectural engineering, also on_ this 
firm’s staff. Many of these examples may 
be familiar to all but it is important to cite 
them, not only for the beginner but for the 
old practitioner as well. 

Very often the displayman is confronted 
with the problem of producing other than 
ordinary shapes for use in unusual display 
set-ups. Giant reproductions fall in this 
category, and little do the uninitiated realize 
the care and effort that must go into a fea- 
ture of this kind. Much less do they realize 
the construction principles involved. 

The circular illustration shows a partly 
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completed giant reproduction of an electric 
light bulb. This particular ball has approxi- 
mately forty vertical fir plywood ribs, each 
cut so its outside contour follows the proper 
shape of one-half of the bulb. These ribs are 
held apart by spacer blocks and wedges, and 
are fastened or tied together by thin metal 
straps which insure absolute rigidly and 
complete unity. 

With all ribs in place, the general outline 
is visible and the covering process begins. 
First, small-mesh chicken wire is tacked and 
formed over the entire surface to provide an 
even bed on which to apply covering mate- 
rials. Second, rags soaked in silicate of 
soda (water glass) are smoothed out over 
the entire surface as a binder. Third, layer 
after layer of paper towels or other porous 
paper are pasted down and soaked with 
silicate until a regular ball surface is at- 
tained. Fourth, when the entire unit has had 
sufficient time to dry, plastic pigment, with 
either a glue, lacquer, or oil binder, is spread 
over the surface and smoothed out or tex- 
tured according to the effect desired. Paint 
can then be applied to the completed ball 
and it is ready for use. 

Another very desirable “play of shapes” is 
the idea of curved surfaces in contrast with 
straight panels and sharp square edges. 
Perhaps the easiest and simplest method of 
softening the appearance of panels and bases 
is what is termed a rolled or pencilled edge. 
This is accomplished by planing slightly the 
edge to a 45-degree angle and hand sanding 
to a smooth uniform roll. Where it is de- 
sirable to obtain a greater rolled edge with- 
out building up a solid corner, one may set 
nails and cut deep with a plane to get a 
radius of as great as 1% to 134 inches. See 
sketch “A.” 

Radii from 1% to 6 inches usually call for 
special construction and, most generally, 
must be shaped from solid or built-up solid 
lumber. See sketch “B.” 

Radii from 6 inches up can be formed 
very easily, using %-inch two-ply fir ply- 
wood or, for less particular jobs, a container 
board or other cardboard composition, bent 
with the grain. 

Radii over 12 inches enable the displayman 
to use a variety of materials, including metal, 
hard composition board, fir plywood and 
even some of the lighter wall boards. The 
Photograph shows a column with a 3-foot 
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radius covered with 3/16-inch three-ply fir 
plywood. This treatment affords a uniform 
curve. 

Just recently developed and placed on the 
market is a prefabricated bent wall board, 
available in 6, 12, 18, and 24-inch radii, form- 
ing a half circle, 8 feet long. These are in- 
valuable to the clever designer and a great 
aid to the display fabricator. 

Finishing curved surfaces entails two im- 
portant precautions. First, in the case of 
built-up wood, caution must be taken to glaze 
in the cracks or joints. Second, in the case 
of hard composition board, metal, or ply- 
wood, care must be taken to have sufficient 
forms and framing to produce a smooth, 
even, and regular curvature, and not a series 
of small planes or ridges. A painted surface 
always makes these irregularities more pro- 
nounced and produces a very undesirable ef- 
fect unless regular curvature is attained. 

Curves are most interesting when prop- 
erly handled, and can be made just as un- 
interesting when used unskillfully. Curves 
have their place in display construction, and, 
as such, should be very definitely formed. 
Flat panels, likewise, should be very defi- 
nitely flat. All too often panels get out of 
shape because of the old “warp” bugaboo. 
Curves tend to straighten out, joints to open 
up, and flat panels to try to curl and twist 
completely out of shape. What is the cause? 
It may be moisture, type of materials, or 
workmanship, or it may be improper consid- 
eration of the location in which the display 
is to be used. 

A few pointers on the elimination of a 
great percentage of warpage are as follows: 
(1)Use only kiln-dried, clear, resin-free lum- 
ber for panel supports and bracing. No. 1 
clear white pine is undoubtedly the best. The 
slight premium one pays for clear white pine 
in comparison with other lumber is justified 
by re-use, lack of waste, and reliability, 
especially in hot or dry show windows. 
(2) When using wall board, stay clear of 
green (not thoroughly dry) or too cheap a 
board. It is better to use painted or sealed 
wall board of the type slightly better than 
the cheapest. Hard composition boards are 
by far the best, especially for permanent use. 
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The problem of the displayman, in his de- 
Sire to maintain shapes once created, boils 
down to this: don’t spare costs where results 
really count; don’t take a chance with infe- 
rior materials, or with slap-stick workman- 
ship; don’t try to force materials to do what 
they are not intended. Use common sense. 

To maintain the record of display as a 
profession of the higher arts and modern 
merchandising, extreme caution should be 
used in the selection of materials, to be com- 
bined with designs of good taste, for the 
accomplishment of praiseworthy display. 
Commercial display studios can further the 
cause of better display by promoting these 
simple fundamentals as a foundation for its 
proper execution. 





Window Display Contest For 
Retail Demonstration 

A slim silver goddess in the form of a 
trophy will be the prize for the retail store 
which submits a picture of the best window 
display shown to the public during the “Na- 
tional Retail Demonstration,” week of Sep- 
tember 19, it has been made known by the 
National Retail Dry Goods Association. 

The trophy will be awarded in a contest 
sponsored by the International Association 
of Display Men. The “Demonstration” is a 
national event in which stores throughout 
the country will unite for one week in build- 
ing confidence and telling the public their 
story of service. Any store of any type may 
enter the display contest, and the window 
displays entered will also be unlimited in 
character, emphasizing either merchandise or 
the institutional message of the store. In 
addition to the trophy a large number of 
certificates of award will be given to other 
contestants. 

A store will not be required to fill in 
entry blanks, but will simply forward a pic- 
ture of its display to Alan A. Wells, man- 
ager, sales promotion division, N. R. D. 
G. A., 101 West 31st street, New York City. 
Since the contest is, like the “National Re- 
tail Demonstration,” open for participation 
by any store, contestants need not be de- 
partment or specialty stores, but may be food 
stores, drug stores, hardware stores, or any 
other unit in retail distribution. 

The contest judges will be Major Benja- 
min H. Namm, president, The Namm Store, 
3rooklyn, and chairman of the National 
Retail Demonstration committee; Andrew 
Connolly, publicity director, Joseph Horne 
Company, Pittsburgh, and Lew Hahn, gen- 
eral manager, N. R. D. G. A. The closing 
date for submission of entries will be Octo- 


ber 1. 





Ready Acceptance 
Given ''Flex-Craft" 


Introduced at the Washington, D. C., con- 
vention of the International Association of 
Display Men the latter part of June, a new 
display board named “Flex-Craft” is finding 
a ready acceptance in the display field, ac- 
cording to the Dennison Manufacturing 
Company, Framingham, Mass., manufacturer 
of the line. The reverse side of the board 
is prepared with V-shaped cuts spaced 2 


inches apart. The pre-cut stock is easily 


removed from the cuts, enabling the board to 
be bent as desired. Samples may be obtained 
by writing the manufacturer. 
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Now For Better Fall Displays 


Just as in running a business or holding 
down a job, there must be no standing still 
in window display work, for that means los- 
ing ground. Progress is everywhere about 
us—we must keep up with the procession. 
Better still if we can be up at the head of it, 
or near there; it makes the job more inter- 
esting—pays for the drudgery, and pays at 
the cash register, too. 

No doubt there is hardly a man in retail 
merchandising who doesn’t get tired of see- 
ing that same old cash register string harped 
on so constantly in the business publica- 
tions. How about us fellows who do the 
harping? Think it over. As a display man- 
ager you know very well that you, too, could 
turn out a lot of “beautiful” displays that 
would lay the whole town by the ears, if 
the necessity were not there to produce sell- 
ing displays which insistently say “Make ’em 
come in and buy!” 

The retailer and the display manager de- 
sire to open up the autumn season with bet- 
ter displays; none of that old time common- 
place jumble cf stock, well intentioned 
though it was. This isn’t a case of bringing 
in a buyer here and there out of the passing 
crowds by means of a high polish and a low 
price ticket. The job is to put a kick into 
the window that will stop the average person 
in his or her tracks and talk to them. 

You know it is no ordinary display that 
will do that. The usual method of just an 
ordinary setting will not do the trick. The 
passer-by has seen that sort too often, even 
if you in particular haven’t sinned so much 
in making such displays. Now is the time 
when the artist that is in you may please the 
merchandise manager who is always hover- 
ing at your heels—literally and figuratively. 
Autumn offers the richest opportunities for 
window displays that fit in with the mood 
of the buyer and the glory of the season. 


By G. ALVIN SMITH 
Display Specialist, New York City 
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I wish I could give to every displayman 
who reads this a little idea of the wonders 
of harvest time that swim through the mem- 
ory of a son of the corn belt. You need it if 
you don’t happen to have it, because autumn 
is harvest time with the merchant and a time 
when he can afford to glean—along with the 
dividends that go with intelligent merchan- 
dising—something of the good will of nature, 
the Mother Force that somehow, season after 
season, year after year, century after cen- 
tury, sees humanity through. The heat of 
the summer’s fruitful travail is gone. The 
goal of plenty is in sight. We can afford to 
think big thoughts of the world around us. 
We can afford to do bigger and better things. 

By this time your store has put on some- 
thing in the way of a new dress for autumn. 
In the cities old patrons have returned by 
tens of thousands from shores and moun- 
tains. In the smaller towns there is an oc- 
casional breathing spell for the out-of-town 








buyers, and those within the municipal 
bounds are imbued with the optimism of 
harvest-time prosperity. Your public is 
anxious to see the new autumn styles. No 
matter how much father has spent for vaca- 
tions, mother is going to see to it that the 
family does not trail very far behind the 
fashions. Sister Sue will get a new outfit, 
debutante Sally will prepare a more deadly 
plan of campaign—deadly to pa’s balance in 
the bank at any rate. Big brother is out for 
a new suit, also football togs, a new rifle, 
perhaps a rod and reel for the late autumn 
fishing. Even father will have to have 
something, if only reinforcement for the 
trousers he is wearing out. 

Now is the time for selling and it will not 
be difficult for you to present your merchan- 
dise so it will sell. It will be harder for 
you to keep from showing it in a bromidic 
way and, if you are not on the alert, no mat- 
ter how good your windows look you will 



























































pa ee ee Ae pe ae ee ey 


ae ae ee ae 


> an a ee a a ee ee 








it 4 


cipal 
1 of 
bs 

No 
aca- 
the 

the 
utfit, 
adly 
e in 
t for 
rifle, 
umn 
have 

the 


not 
han- 
for 
1idic 
mat- 
will 











SEPTEMBER, 1938 


find that the other fellow with a bit more 
original twist to his idea is piling up a per- 
centage on you. 

For the display manager and retailer who 
desire to inject a real autumn harvest atmos- 
phere into the setting the first sketch gives 
a good idea. It is simple yet effective and 
will not cost much to produce. The grada- 
tion treatment at each side is executed with 
wall board set about 4 inches apart. A flood 
light placed on the floor and in back of these 
panels will be.extremely effective. The center 
panel is treated along the same lines as ex- 
plained for the third drawing. The plateau 
at each side is surmounted with a bundle of 
wheat which can be secured from a local 
source. These are to be tied with a ribbon. 
A scythe can be placed alongside of each 
bundle. A good floor covering would be 
mats of the new straw colored grass. A few 
leaves can be scattered over it to add the 
proper atmosphere. 

I am presenting an idea in sketch No. 2 
which will make an unusually timely and 
attractive setting for featuring complete 
equipment for the hunter. More men and 
women than ever are taking up this grand 
sport for recreation and the great exercise 
there is in it, therefore it will be up to the 
displayman to present all the equipment re- 
quired amid the proper surroundings. Panels 
made from wall board attached to wooden 
frameworks as per the sketch can be painted 
or covered with materials in suitable au- 
tumn colors. Seasonable foliage to be ar- 
ranged as shown. The wording “Points To 
Remember” can be pa‘nted on the panel or 
cut-out letters can be applied. Pedestals and 
plateaux are to be used for displaying the 
merchandise. The dogs can be painted on 
by an artist or you can use a blowup from 
a photograph. Done in natural colors this 
would be excellent. 

Sketch No. 3 offers an excellent treatment 
for the autumn season’s settings, the wheat 
head being used as the main part of the dec- 
orative treatment. This is quite new and I 
don’t believe that it has been used much in 
this manner. It lends itself to many ways of 
execution. The kernels can be cut out of 
wall board or they can be painted on. The 
beards can be made from thin straight cop- 
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per wire which produces a very attractive 
effect. Artificial foliage and berries inter- 
mingled with the wheat make it more artistic 
and relieve its severity. The curved sections 
on which this is applied are made of wall 
board which in turn is covered with felt or 
any suitable material, or you can paint it 
in flat water color paints. The shelves and 
plateaux are made in the customary manner. 
Lights placed in back and along the edge of 
the curved sections can be arranged to cast 
the rays out over the center unit, which will 
provide a very striking effect at night. 
Later on the big game hunting season 
opens up, therefore you will probably want 
to provide a setting for presenting this mer- 
chandise. While the setting may look very 
elaborate, still it is inexpensive, and one if 
installed properly which will provide a very 
attractive background. The center panel can 
be made from wall board attached to a 
wooden frame painted gold. The scene can 
be a moose, deer, or any other suitable game 
animal. The panel is shown resting on a 
double-deck platform. The sides and end 
of the window are finished with four cedar 
trees and suitable autumn foliage. The mer- 
chandise can then be arranged over pedestals 
and stands as you see fit. The whole effect 
is designed to create a wholesome, outdoor 
atmosphere. 


























Frisco Fair Will Show 
"Fountain Of Pearls" 


The “Fountain of Pearls,” world-re- 
nowned masterpiece of Rene Lalique, 
Parisian designer and maker of modern 
carved glass, will be displayed at the 1939 
Golden Gate International Exposition on 
San Francisco Bay. Said to be the largest 
glass fountain ever made, the work is one of 
incomparable beauty set in a spray of mist. 
Concentric rows of “pearls” in shafts of glass 
are accentuated by drops of water on the 
glass veins. 





Stanley Brown Resigns 
To Open Own Firm 


Stanley J. Brown has resigned as display 
manager for the S. J. Brouwer Shoe Com- 
pany, Milwaukee, Wis., and will organize 
his own display firm at Elm Grove, Wis. 
He is replaced at Brouwer’s by Ellsworth 
Greenwald. 





New Display Manager 
For Pasadena Store 
Miss Barbara Riley, for the past six years 
in the sales department of I. Magnin & Co., 
Pasadena, Calif., has been placed in charge 
of the display department. 
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—Figure |. Simplified layouts showing the be- 
ginning of a layout and the finished pen-lettered 
show card, using one-thickness pen— 


In this article you will receive information 
in the art of making lines or strokes and the 
layouts for pen lettering. Lines are very 
important in our work, because the line is 
the basis of all letters and designs. Note the 
illustrations on this page and you will see 
that they are all composed of lines. 

There is a definite reason for practicing 
lines or a design composed of lines; with 
such practice you will soon be making orig- 
inal lines. It is very important that you 
practice faithfully, for the results will sur- 
prise and delight you when you see how it 
gives your art a firm foundation. 

Habits are formed by practice. You will 
want to make good letters by habit. So as 
you work with lines or strokes, each time 
draw your lines carefully as though you 


—Figure 2. Practically the same as Figure |. 

The difference lies in the fact that the layouts 

shown in Figure 2 are naturally a little more 
complicated— 
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*Copyright, Arthur E. Skoler, Skoler Institute of 
Lettering and Poster Design; also vice-president, 
Art Sign Company, Inc., Newark. 


By ARTHUR E. SKOLER* 
Newark, N. J. 


were doing it as part of your job. Keep 
your lines and strokes well balanced and 
properly spaced at all times. Take your 
time and do not rush yourself. 

At this time I take for granted that you 
are an advanced beginner and know just 
what strokes should be practiced. On this 
assumption, I build up my article around it, 
realizing that you have advanced to the art 
of knowing what strokes you should be 
working on. This article is to instill in you 
that confidence which it is necessary for the 
student to have to know how to work with 
facility. 

Whenever possible, accustom yourself to 
the art of working free-hand. In order to 
have confidence and free-hand application, 
one must know all the important problems 
of making lines or strokes, their design, and 
their layout—for each letter is a design com- 
posed of lines. If you have a tendency to 
press too hard with the pencil or pen, draw 
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—Figure 3. This is the same as Figure 2, except 
for the style of lettering—done with a thick-and- 
thin pen—and for the more advanced layout— 


your fingers up slightly; this will release 
all tension. I advise that you study every 
stroke in each letter or design until you are 
capable of making the letters or designs from 
memory. This will also ease tension and 
will give you freedom of thought. 

There is nothing so annoying as to have to 
refer each time to the stroke chart to see in 
which direction the stroke should be made. 
Memorizing this detail will let you be free 
to think about proper spacing. This knowl- 
edge of strokes will also develop in you the 
power to visualize. Visualization power will 
save you precious time in the future. It will 
enable you to tell before making a single line 
exactly how the complete job will look. Your 
mental picture will have all of the important 
details in it. 

The proper grip is essential to good work 
and as I am anxious to have you do out- 
standing work, you should bear in mind the 
following facts. The drawing table should 
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—Figure 4. One-thickness, and thick and thin— 


be set up so that it is slanted at the proper 
angle which is most comfortable for you to 
work. Never have the table or board abso- 
lutely flat. If you work either sitting or 
standing your body should be bent slightly. 
If you prefer to work while standing, I sug- 
gest that you rest equally on both feet. You 
will learn how far apart to keep your feet 
after you have done this a few times. If 
this position is difficult, rest on your right 
foot, keeping the left foot relaxed. Your 
fingers and wrist should always rest on the 
table comfortably. Never lean on your left 
hand. Keep it on the table in a relaxed posi- 
tion. This will prevent tired shoulder mus- 
cles and prevent throwing your lettering arm 
off balance. Don’t lean on the elbow of your 
right hand while lettering. Don’t squeeze 
your pencil or pen. Don’t lean against the 
work table. Don’t put away a tool until it 
has been cleaned. Don’t use a table that 
sways or squeaks. 

Now that you have been enlightened on the 
art of practicing with confidence, I trust that 


Combining one-thickness and thick 
and thin— 


—Figure 5. 
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—Figure 6. Combination of one-thickness and 
thick and thin, with still more complicated 
layout— 


this will awaken those latent qualities which 
are now beginning to burst into bloom. It is 
my hope that you will now bring forth your 
natural abilities and combine them with the 
desire to create. 

At this time I suggest you follow the lay- 
outs and spacing I have used in the layouts 
illustrated in this article. As you go along 
you will find many opportunities to use your 
own judgment, but as a student in the art 
of lettering you should follow the sugges- 
tions shown. They will teach you correct 
layouts and prepare you for the original 
work that will follow in future articles. 

I regret that the space alloted to me is not 
sufficient to describe details of strokes, de- 
signs, layouts, etc., as I would like. But 
I must call your attention to the fact that 
the photographs explain the theory for them- 
selves. Note ‘the three methods used when 
laying a card out, in the illustrations. First, 
the rough composition. Second, the message 
added and all superfluous lines eliminated. 
Third, the finished card. 

In my next article I will suggest the best 
way of getting the most out of the pen and 
what pens to use. These lectures should be 
read and reread until you understand them 
fully. As we go along technical details of 
importance will be illustrated. Fine points 
of our art which will help you in your work 
will be discussed. Do not let yourself miss 
any part of this. 


W. D. Owen Wins 


Artcraft Prize 

First prize in the “Friendship Week” dis- 
play promotion by the Artcraft Silk Hosiery 
Mills has been awarded to William D. Owen, 
Smartwear-Emma Lange, Inc., Milwaukee, 
Wis. Second prize went to L. Williams, A. 
Polsky Company, Akron, Ohio. Other 
awards were made to O. B. Springer, H. P. 
Wasson Company, Indianapolis, Ind.; H. L. 
Green, William F. Gable Company, Altoona, 
Pa, and L. L. Wilkins, Kerr Dry Goods 
Company, Oklahoma City, Okla. 





—In this group of show cards Arthur E. 
Skoler, the author of this series of articles 
on practical card writing, illustrates some 
of the applications of the principles under 
discussion— 
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Vacuum Cup Displayers 
Introduced By Mayer 

Vacuum cup display units with supporting 
capacity ranging from 5 to 20 pounds, de- 
signed either for use directly on the window 
glass or for suspension from the top of dis- 
play cases, have recently been introduced to 
the display field by the Mayer Manufactur- 
ing Corporation, Randolph street at Ogden 
avenue, Chicago, Ill. Consisting of “double 
grip” vacuum cups supporting glass shelves, 
the units are admirably suited for the dis- 
play of jewelry, cosmetics, or similar small 
merchandise. The Mayer company states 
that the inexpensive units are being used 
by many firms to show featured articles at 
eye-level in order to make them more con- 
spicuous. Literature can be obtained from 
the firm at the address given above. 





Display Bureau Formed 
In Canada 


The Toronto Display and Sign Bureau has 
been formed in Toronto, Ont., Canada, with 
headquarters in the Bond building, 66 Tem- 
perance street. The purpose of the new firm, 
as outlined by V. M. Watson, is to provide 
for members of the bureau all available in- 
formation as to the manufacture and distri- 
bution of display materials, with particular 
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regard to new lines and ideas as they are 
introduced. The bureau will also serve its 
members by supplying them with displaymen 
or sign writers. 





George Silvestri Acquires 
Half-Interest In Firm 

A half-interest in Silvestri Art Manufac- 
turing Company, Inc., 1214 West Madison 
street, Chicago, Ill, has been acquired by 
George Silvestri, according to an announce- 
by Ned Silvestri, president. George Silves- 
tri joined the firm several years ago upon 
his graduation from law school, since that 
time acting as sales representative. Bernard 
J. Gorman and Carl H. Shank complete the 
sales staff. 


Henry Wolf Joins 
Frank More's 
Henry Wolf is now display manager for 


the Frank More Shoe Store, San Francisco, 
California. 








Freeman Appointed 
To Fair Post 

Arthur Freeman, formerly with Einson- 
Freeman & Co., Long Island City, N. Y,, 
lithographers, has been named director of 


merchandising and advertising for the New 
York World’s Fair. 
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Stress The Merchandise 


Frank W. Spaeth, vice-president, W. L. 
Stensgaard & Associates, in an address at the 
International Association of Display Men con- 
vention in Washington made one statement 
that should be posted in every display depart- 








By DONALD E. SPRINGER 


Levy's, Inc., Jacksonville, Fla. 


ment. “Today, no job in retailing is more 
important than that which helps to accelerate 
the flow of merchandise.” 

And we all know definitely that the flow 
of merchandise through correct display is the 








most profitable one, since it is by all means 
far less expensive than through other chan- 
nels of advertising effort. There is little 
doubt that displaymen today realize the truth 
of that statement. Yet much more time and 
thought must be given to ways and means of 
creating more windows that sell merchandise 
from the moment the curtains are drawn. 

It has often been said that displaymen 
should, and do, keep on the lookout for new 
ways to create attractive displays that sell 
merchandise. However, we at Levy’s, a high- 
grade specialty store, try to keep in mind the 
true fundamentals of good merchandise pres- 
entation; namely, new fashions with properly 
assembled accessories, cleverly executed ar- 
rangements, and color coordination. 

Our first consideration in preparing a win- 
dow is a scaled plan of display design, which 
is so simple in rhythm of eye movement that 
the observer will see practically all of the 
merchandise within a few seconds. The sec- 
ond step in our plans calls for a balanced 
“picture” of color areas, although ofttimes 
the merchandise chosen for displays will nec- 
essitate the second step being considered first. 
Our third thought is the background, the pos- 
ter, or any dramatized illustration which will 
be more or less the attraction feature of the 
display. 

It is needless to say that the desired sim- 
plicity of display presentation is the most dif- 
ficult, as ‘the desire for “cleverness” is de- 
termined to show itself. 

The observer is interested in only one ob- 
ject, and that object is himself placed, men- 
tally, within the ensemble presented in the 
display. Therefore, our job is to interest the 
observer to the point of purchase, and unless 
our displays are tastefully planned, he is apt 
to pass on to our competitors’ windows. 

For the most part, a monotone of color 
areas or ensembling stimulates the desire to 
purchase. One of the most successful dis- 
plays we ever presented was a complete win- 
dow of gray-green. The only contrasting 
color was a low-value green smilax against 
a very light yellow lattice arrangement. The 
display was planned shortly after our furnish- 
ings buyer noticed that a particular necktie 
had been received in three or four dozen of 
the one gray-green, all of the same pattern. 
The display sold not only all of the ties, but 
a large quantity of the sports apparel pre- 
sented with it. 

Such circumstances in any department can 
be a boon to the alert displayman, as it gives 
him an opportunity to demonstrate in a tangi- 
ble way the knowledge he has stored away 
through years of experience and constant 
study of fashion. 

It is our belief that within the next two 
years, the display trend will deal with motion 
and color lighting never before attempted in 
modern display. We also feel that the dis- 
play budget will be increased because out 
modern window displays have created an army 
of window shoppers with money to spend— 
providing we create the desire to exchange 
their money for merchandise. 
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ti It costs less than unframed and unpainted wall board and has no seams. 
pa Nodeam was used for the background of display shown on front cover of this issue of 
pre- Display World, by Clinton Clark—Display Manager of H. & S. Pogue Co., Cincinnati, Ohio 
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In attacking the display problem for our 
type of store we have tried to achieve—above 
everything else—the type of display that will 
drive home the fact that this is a period of 
better living through the convenience of credit. 
Merchandise of the type we sell is purchased, 
75 per cent of it, by married women. It is 
our conviction that if we can constantly stress 
through display the added comfort made pos- 
sible to people in average circumstances by 
the judicious use of their credit, then this 
particular department of the store will have 
accomplished its purpose. 

Consequently, while our new backgrounds 
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New Spear Jtore’s Display 
Follows One Theme 


By WILLIAM J. CADDELLE 
Spear & Co., East Liberty, Pa. 


were built flexible enough so that several 
room settings can be had with little expense, 
yet there is a continuity of thought and theme 
among the displays—suggesting and reflecting 
the personality of the store. 

The East Liberty Spear’s store is a branch. 
It has beea the writer’s experience that in 
many branch stores the department of dec- 
orating and display is regarded as the prover- 
bial red-headed step-child. Much of this con- 
dition probably exists due to lack of “push” 
and “fight” from the displayman in charge, 
for being a capable man today is not enough; 
we must realize that the top man must be sold 
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on the idea that display repays and warrants 
the attention and expense that is involved and 
which the display director sees so clearly, 
Fortunately, in this store the management 
cooperates with the display department in al- 
lowing ideas to grow without interference. 
It might be said that at times they “gamble,” 
but in the long run the results are far super- 
ior to those which would be obtained were a 
dictatorial attitude adopted. It is true that 
many times, in our enthusiasm to outdo our- 
selves, we go off on a tangent that is not 
good, but the higher-ups seem to feel that 
from enduring mistakes comes experience that 
will be worth the errors. My personal belief 


after fifteen years in this great game is that 
if more managements would leave the dis- 
play department to its own administration, 
better displays would ensue. Perfect har- 
mony and clean, unusual trims have been the 
result here following that policy. 

But getting back to Spear’s display: our 
organization is always looking for new angles 
to do business, and from this “new angles” 
idea evolved the display for the rug window 
illustrated at the lower left—literally “A New 
Angle On Rugs.” The novelty of the display 
stopped an unusual number of passersby. 

Two interior views of the East Liberty 
store are illustrative of the way in which we 
attempt to use coordinated merchandise dis- 
play to increase sales, 


—While the Spear display staff is constantly 

on the lookout for new angles of display—as 

indicated by the "angled" window at the 

left—one central subject comes in for re- 

iteration: that this is a period of better liv- 
ing through the use of credit— 
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R. H. Macy & Co. Opens 
Remodeled Windows 

Using full-page newspaper advertisements 
to announce the opening of the store’s re- 
modeled battery of windows on Broadway, 
R. H. Macy & Co., New York City, stresses 
the “theatrical” touch given the displays. 
Quoting from the advertising: 

“In the staging of the six new Broadway 
windows, a radically simple idea based on 
movable blocks, steps, and columns has been 
vitalized by the use of theatre lighting. This 


irrants involves fourteen electrical circuits to each 
ed and window, scores of powerful, colored lamps, 
y. f and an air-cOoled electrical expert at the 
rement controls behind the scenes, while a colleague 
in al- pounds the pavement outside, glued to a 
rence. portable telephone. This he plugs in below 
mble,” each window to relay directions to his con- 
super- spirator, thereby turning day into night and 
vere a night into day, as the fashions within dic- 


e that tate. At night the windows are ‘painted with 
light’ in such a way that the lighting dram- 


) our- 

is not atizes but does not change the true color 
1 that of the merchandise on display. 

e that “Macy’s ‘Six Little Theatres,’ in this col- 


belief umn’s opinion, are the finest achievements in 

current window treatment. It won’t be long 

oe now before we see the rest of Our Town 

ae casting out frou-frou and surrealism. And 

high time, too, that stores placed the empha- 
sis on goods instead of backgrounds! 

“For that is what these dramatically sim- 
ple windows do. Even the granite that forms 
the facade is quiet and retiring... 

“The new life-size mannequins occupying 
three of the window-stages did not spring 
from the head of a feverish contortionist, 
but were cast by Cora Scovil from living, 
lovely models Custom-tailored to fit the 


NE iialng wists Crvedicas’ sn, they FREE! a New CATALOGUE SHOWING EACH MITTEN 
ee Beet tet. ee DISPLAY LETTER ACTWAL SIZE. INVALUABLE IN 


carefully studied make-up, glorified by the 


ere Goes ite part to make ths CHOOSING THE CORRECT SIZE FOR A JOB OR IN 


cast of glamour girls both natural and allur- 
i, . 

a SELLING YOUR CLIENT THE PROPER STYLE OF LETTER 
tinuous, rotating parade of twenty-four Lette. 17) 
diminutive (Margit) Nilsen figures.” 

The settings were credited in the adver- 
tisements to Albert Bliss, director of stage 
; that design, New York School of Fine and Ap- 
- dis- plied Arts and president, Bliss Display. 
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ation, Irving Eldridge is display director for 
har- Macy's. A photograph of one of the new 
n the windows will be found with the New York REDLANDS, CALIFORNIA 
City article elsewhere in this issue. 
; our 
- New York School Of Display GET 
| 
=f Pyles FREE COPY! MILEO 
es The practical training course of the New YOUR a 
“in York School of Display will open September — MANNE A U IN me 
ys i 19 in the school’s new quarters at 12 West Daily’s NEW 
aie 48th street, New York City, under the direc- tus | 1938-39 chosen by the better stores 
: tion of } 2 : TISTS | ao 7 
we of Mrs. Polly Pettit. f aed ORAS CATALOG EROS of eee natural, charm 
dis- ot. Just off the press! New items! : ss 
: ’ Besa Low mail-order prices! 176 FIGURES, CORRECTLY PROPOR- 
Chicago Display Club ML pages of supplies for artists Lage to display all new dress and 
Plans Meetin s = + and sign writers. Actually a basemen 
g : m /\ 5@c value book—but yours for In standing and flexible effects, in- 
A number of interesting meetings for the sii the asking. Write for YOUR cluding the new “action” poses. 
personal copy today! Write for photographs 


y coming fall and winter are being planned by 
the Chicago Display Club, Carl Gestrine, 
Butler Brothers, president. Included will be 
a demonstration on the use of color, and a 
Presentation, “The Displayman Sells the 


Boss,” « « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 


ow 


Bert L.Daily.Ine. N 
122 East Third St., en oO. 7 West 36th St., Yew York. ny 
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Timely Display Ideas... 








—This neckwear displayer of modern design will 
attract attention either in the window or on the 
counter. It is built up of three layers of fir ply- 
wood (as illustrated in the drawing by the three 
different types of shading). The cut-out circle in 
the shoulder is ideal for a price tag insert. Cut 
a 1%-inch slot in the throat to aid the realistic 
display of the tie and collar. Sandpaper, stain a 
light oak, and varnish. A 7%-inch dowel pin is 
used as a support for more neckwear— 




















—Here is a fall shoe display adapting a new use for the popular circular ring shelves that 
were so successfully hung from lengths of ribbon in previous displays. 
Note the slot in each side of the ring to hold shelves. 
The rings are nailed to upright supports made of 3-by-7%-inch white pine stripping. The 
center unit is cut from wall board. The girl's figure can be dressed realistically by gluing 
on cloth for the suit, and material for the hat; another treatment would be to flock the 
Paper curls could be used for the hair— 


%-inch fir plywood on a band saw. 


figure. 


By JAMES KILEY = 
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a | | 
—The circular platform in the autumn hat window is cut from 7%-inch fir plywood, with holes 
drilled to insert seven-eighths of |-inch dowel pins for hat supports. Decorate in soft 
yellow, brown, and orange. The shaded sections at both sides indicate color division on 
the background, obtained by nailing up %4-inch round moulding— 
iy, tl! 
| Hat 


























| | —Above is an interesting group of display units 
' easily constructed from lengths of cardboard 
Ong | tubing and wall board. Ideal for cosmetics, pe 
i ° fumes, or small accessories displays— 
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By Using 


the New 


Save | ovYour CHRISTMAS Display 


min) BEAVER 


NO PAINTING Qiteve) eRe :]3') gee 3 -= 


USE OVER AND 
OVER AGAIN 





Certami-leed 


PRODUCTS CORPORATION 


GENERAL OFFICES: NEW YORK, N. Y. 


BOARDS 


MET ... WOOD-GRAIN | 





GIFT BOOTH 


THIS BROCHURE 


CONTAINING 100 GRAND 
IDEAS FOR CHRISTMAS DISPLAYS 


Chock-full of suggestions — illustrated 
iKol-YotMlsmael lols Miclm 70] im Glar tiulete. Alireloh., 
displays, store interiors, counters. and 
oIE (=) Searle refel-t tilelar Biel@-h 1-18 mel) elelalual-ial 

featuring the Toy Department. Mail 
this coupon today— it’s FREE! 





CERTAIN-TEED PRODUCTS CORPORATION 
100 East 42nd Street, New York, N. Y. 


Gentlemen: 


I'd like to receive your new and original ideas 
for Christmas displays. Send me your folders on 
how to use Beaver Board in display. 
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GClorifying Merchandise 


According to the dictionary, to display 
means to show. In the infancy of American 
retailing that is what all merchants did— 
merely show their wares with no attempt on 
their part to create a desire, inform their 
customers of its uses, or glorify merchandise 
in any way. 

In the pioneer days, those methods suf- 
ficed. But the science of selling goods 
profitably today demands a vastly different 
type of display than simply to expose the 
merchandise to the potential customer’s view. 

In other words, the entire meaning of the 
word has changed. When a merchant hires 
a displayman today, he doesn’t expect him 
merely to show his goods. That isn’t enough; 
he must create displays that surpass in 
beauty and attractiveness the store down the 
street. His displays, because of his years 
of accumulated knowledge, the multitude of 
new display materials available, and, most 
important, because something very unusual 
is required to attract and hold the attention 
of the average potential customer, should be 
a never-ending series of breath-taking dis- 
plays. 

Any merchant who simply “shows” his 
merchandise today is passing up the most 
potent method of bringing people into his 
store. I do not need to prove this state- 
ment, for facts and figures secured through 
numerous researches by competent, respon- 
sible organizations have proven it. For in- 
stance, J}. M. Ketch, who is associated with 
the experimental laboratories of the General 
Electric Company, says that their researches 
have revealed that 80 per cent of the people 
who pass stores do not stop to look at the 
displays. Yet window displays are said to 


By KENNETH D. McGANNON 
Abrahams Brothers, Inc., Davenport 


be responsible for 24 per cent of the store’s 
business. 

What an opportunity for the merchant and 
for the displayman who will use this power- 
ful weapon effectively! If they will place 
less emphasis on price and sell goods intelli- 
gently by dramatizing the merchandise, its 
uses, and the enjoyment it will give the pur- 
chaser, they will find in a short time that 
they are building on a fundamentally sound 
foundation. 

Recently the president of the University of 
Michigan while discussing the hiring of a 
new head football coach, said, “Since the 
football team is the window display of the 
university, we might as well have a good 
one.” That thought might well be applied 
to displays. 

While I have never hired a displayman, I 
have been told that it is a difficult task to 
find a good one. I know many capable men 
personally and a number of them are doing 
remarkable jobs in small stores in cities 
of from 50,000 to 150,000 population. 

If any merchant wishes to improve his 
displays, he can readily do so by hiring a 
displayman from a highly successful small 


—The unusual beauty of the background 
used by McGannon in this display caused a 
great deal of comment in his city. The 
inspiration for the setting came from the 
sculptures of Paul Manship for the New 
York World's Fair, and although the heroic 
animals and The Huntress were painted, they 
had an illusive effect of relief. The original 
design by McGannon was projected on ten 
canvas-covered panels, and painted on with 
oil paint thinned with flatting oil in order 
to keep from getting a glossy background— 


store that has a reputation for outstanding 
displays. Such a man has a well-rounded 
knowledge, not only of his own department 
but of every part of the store’s operation, 
He will be enthusiastic and know how to get 
the most out of every dollar invested in dis- 
play. Hire a really good displayman and 
let him cooperate with the advertising and 
various department heads in planning pro- 
motions and allotments of space. 

I have been asked to say something about 
display at this company, but prefer to let the 
illustration below speak for itself. Since this 
particular display was rather interesting, 
however, I am giving a brief description of 
how it was handled. 

In casting about for ideas for our August 
fur sale and having been impressed by photo- 
graphs in a January issue of Life of sculp- 
tures by Paul Manship for the world’s fair, 
we conceived the idea of painting a mural 
with heroic-sized figures, done as _ though 
they were sculptored, rather than painted, 
in the Manship manner. Naturally we had 
to make some study of his work and also 
study quite a number of animals to design 
these figures in the flowing rhythmic effect 
we wished to achieve. We then worked out 
our design in scale, made necessary revisions, 
and projected it on a series of ten panels 
which were covered with canvas. We used 
oil paint thinned with flatting oil in order 
to keep from getting a glossy background. 
We used a sky effect with dark blue at the 
top, shading to a light greenish blue at the 
base. The blue light with which the window 
was flooded, especially at night, seemed to 
give this a great depth. The figures were 
painted in shades of gray and white. 
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p, C. A. D. M. To "Go To Town" 
With Annual Convention 


Plans for the annual Pacific Coast Asso- 
ciation of Display Men convention, to be held 
this year in Vancouver, B. C., Canada, Sep- 
tember 25-27, are progressing rapidly, ac- 
cording to Convention Director W. E. Par- 
num, British Columbia Electric Railway 
Company, Ltd., Vancouver. A large delega- 
tion is expected from California, and many 
members from the Pacific Northwest region 
are planning to attend via boat excursion 
from Seattle to the convention city. The 
complete program is as follows: 


Sunday, September 25. Registration and 
welcome. Boat trip, M. V. “Fispa.” Tour 
of British Pacific properties, via new Lion’s 
Gate bridge; or golf, or trip to Horseshoe 
bay, Howe Sound. 


Monday, September 26. Breakfast and 
welcome address. Mayor’s welcome and re- 
sponse by Eyrle Day, Turrell Shoe Com- 
pany, Seattle, Wash. Message from Erwin 
A. Hiffman, president, International Associa- 
tion of Display Men. Introduction of officers. 
Address, Peter Browning, department of ad- 
vertising promotion, The Vancouver Sun. 
“Suggestion and Associated Phenomena,” 
by Professor C. W. Topping, University of 
British Columbia. Joint luncheon with the 
Board of Trade. 


“Display Dividends,” by W. C. Mainwar- 
ing, general sales manager, British Columbia 
Electric Railway Company, Ltd. Question 
box. Lecture and live model demonstration 
of draping, by Victor Mott. Model window 
contest demonstration. Address, H. Brock 
Smith, advertising manager, Hudson’s Bay 
Company. Open discussion and question 
box, in charge of J. Walter Johnson, Powers 
Furniture Company, Portland, Ore. Selec- 
tion of 1939 convention city and appointment 
of committee. Novelty supper dance. 


Tuesday, September 27. Address, “The 
Follow-through at the Point-of-Sale,” by 
George Cran, director of advertising, The 
Vancouver Sun. Introduction of visiting 
displaymen. ‘Selling Through the Win- 
dow,” by Walter Carson, president, Henry 
Birks & Sons, Ltd., Vancouver. Introduc- 
tion of manufacturers. Luncheon. Stag 
party. 


The officers of the P. C. A. D. M. are 
Walter Rimes, president, Henry Birks & 
Sons, Ltd., Vancouver; J. Walter Johnson, 
first vice-president; Roy Samuel, second 
vice-president, Pacific Light & Power Com- 
pany, Yakima, Wash.; Wayne Corey, third 
Vice-president, The Crescent, Spokane, 

ash.; Irwin Jones, secretary-treasurer, 
Bell-Craft Display Fixtures, Vancouver. 
The convention committee is composed of 
W. E. Parnum, convention director: William 
Whitehead, educational director, Woodward 
Stores, Ltd., Vancouver, and Al Michell, 
Publicity director, Hudson’s Bay Company, 
Vancouver. The association’s executive 
committee is headed by G. E. Williams, 
chairman, Barnes-Woodin Company, Yakima, 
Wash., assisted by Ray Hering, The Cres- 
cent, Spokane; Eyrle Day; L. W. McMul- 
len, Eastern Outfitting Company, Portland, 
Ore, and F. E. Birrell, Fargo-Wilson-Wells 
Company, Pocatello, Idaho. 
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"With my help you can turn your 
own ideas into sales producing win- 
dows at insignificant cost. When the 
management asks for a quick change 
in a display, | can cut out a profit- 
making promotional idea in a jiffy. 
Display men everywhere say | am 
their best friend.” 


The K9A Cutawl 


The standard all-purpose, 
heavy duty model. Rec- 
ommended for volume pro- 
duction of all kinds of 
cutout work. 


The Q1 Cutawl 


A smaller less expensive 
machine than the K9A, but 
of the same high quality. 
Recommended for light cut- 


THE QI CUTAWL ting of all kinds. THE K9A CUTAWL 


"GET ME NOW! I'LL COME ON 
EASY PAYMENTS IF YOU WISH." 


INTERNATIONAL REGISTER CO. 








13 S$. THROOP ST. CHICAGO, ILL. 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 9-38 
Please send me: ; 
—] K9A Catalog. CI QI Catalog. | Details of your easy payment plan. 
LS eee eet ere Se APTN eee kee et RIE Pisa a Ae et ee ees 
We Raa 8 igs EH ace ie, HES ALE Sa BORE Ot EERE Oe a EE ORE ES Ke IES SO SCR 
meee Run Re rer heyy Terres ee SIGs ho Ses aces eaeanea 
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Beauty Aids On Parade 
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—These seven suggestions for the display of cosmetics become doubly © —Right column, upper: 
important because of the approaching gift season. Left column, upper: next display by Joseph 
a diplay for Bonwit Teller Company, New York City; center: by E. J. lower center: by C. C. 





by Paul Pelligrini, Daly Brothers, Eureka, Calif.; 
Menassie, Joseph Horne & Co., Pittsburgh, Pa.: 
Bohler, Miller Brothers Company, Chattanooga, 


Basker, Ellsworth's, South Bend, Ind.; lower: by Joseph Apolinsky, Loveman, Tenn.; lower: by A. J. Roeder, William H. Block Company, Indianapolis, 


Joseph & Loeb, Birmingham, Ala.— 


Indiana— 
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GLAMOROUS NEW MANNEQUINS 


CORA SCOVIL 


Things are all pretty breath-taking these days at the 
new Jas. B. Williams showrooms. Ideaful back- 
grounds, thrilling light effects and above all, almost 
daily additions to our brilliant new collection of 
CORA SCOVIL mannequins. Exotic coiffures! And 
of course, no end of smart new glass and metal 


fixtures from the CYRILLE STEINER STUDIOS. 





Showrooms comfortably air-conditioned. Glamour --- By Cora Scovil 


JAS. B. WILLIAMS, ine. 498 SEVENTH AVE., NEW YORK 

















DISPLAY LEADERS 
FOR THE CHRISTMAS SEASON 


—SMART IN DESIGN— 
—RICH IN HOLIDAY APPEAL— 





XMAS UNITS 
XMAS VALANCES 
XMAS PANELS 
XMAS PANORAMA 
BRILLIANT 
FOLDING STAR 
REYTRIM 







REYTONE 

REYTRIM SLANTI-BAR 
REYTRIM DIE CUT STARS 
REYTRIM DIE CUT LETTERS 
REYTRIM VARI-BAR 
REYTRIM ICICLES 


REYCURV PEDESTAL SET 

REYCURV PLATEAU SET 

GUMMED MOULDING 

REYCAPS 

RIPPLEWAVE 

REYLOKS AND REYCLIPS 

GIANT RIBROLL 

PLYOFOIL 

FLOOR PAPER 
ETC. 





THE REYBURN MANUFACTURING CO., INC. 
Allegheny Ave. at 32nd St. 
Philadelphia, Pa. 











Send at once a free copy of your Christmas 
Display Materials Catalog. 
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Handkerchief Display Jeries 
Based On Sales Doints 





When Designer Russel Wright was asked 
to plan International Handkerchief Com- 
pany’s new showroom at 17 East 37th street, 
New York City, he did not take the first 
train to his country place to think up display 
ideas by the quiet of a babbling brook far 
from the madding crowd, etc. Instead, he 
buttonholed every International salesman 
(probably the first time a salesman was ever 
buttonholed) he could get hold of and asked 
him to reel off his selling point as though he 
were talking to a department store buyer. 

Wright figured that the real function of 
the showroom was to sell the merchandise. 
The most sensible approach, therefcre, 
would be to dramatize the selling points 
and problems, just as the same points can be 
dramatized by the retail store. Unless he 
tied up his displays with the company’s at- 
tempt at selling he felt his contribution 
would be ineffectual and abstract. 

“Color” is one of the points most stressed 
by the salesman. Wright, therefore, dedi- 
cated a part of all his displays to bringing 
out color. He was especially successful at 





By DANIEL LANG 
New York City 


demonstrating this in what has come to be 
known as his “World’s Fair display’’—so 
named because its design resembles the per- 
isphere and trylon, symbol of the fair. It 
consists of an illuminated circular sun 
(perisphere) which is formed by a rotating 
field of brilliant, vari-colored handkerchiefs. 
Facing the sun is a series of miniature flag- 
poles (trylons) whose flags consist of hand- 
kerchiefs flapping in a draft set up by in- 
visible fans. Spotlights are strategically 
placed to elicit maximum color. 

In another display he brought out color 
by designing various objects and forms out 
of the merchandise in a distinctly surrealis- 
tic manner, as shown in the first illustration. 





“Texture” was another important selling 
point, the salesmen informed Wright. Since 
texture can be perceived only when one is 
close to the merchandise, Wright decided 
that the logical place to concentrate on 


—These displays for the International Hand- 

kerchief Company, New York City, have 

possibilities of adaptation for the retail 
store as well— 





bringing out this point was in the display 
cards. He worked out, therefore, a special 
new birchwood card which, although neutral 
in tone, is not “dead;” it contrives to bring 
out the texture so sharply that one can 
almost feel the handkerchief without touch- 
ing it. He has also perfected a new black 
velvet card which is especially good for con- 
trasts. 

“Help us sell whites, our chief line,” was 
another request from the salesmen. So 
Wright pitched in and fashioned a lovely 
swan completely of white handkerchiefs, 
using the slogan: “Good With All Colors.” 

“Get the public away from holding on to 
handkerchiefs forever,’ was the next plea. 
In reply to this, Wright devised a display 
which consists of a brightly colored jacket 
fitted out with an extraordinary number of 
pockets in each of which is tucked a hand- 
kerchief. Forming the “head” of the jacket 
is a mirror. The buyer or customer looks 
into the mirror and presto! he sees himself 
dressed in the jacket, wearing a half dozen 
handkerchiefs. 
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Stor" 


Created and sculptured by the famous American caricaturist, 
Frank Trainor. Try these amazing little figures on your pub‘ic. In 
your windows ... on your display tables or counters, they'll make 
new friends and customers for your store. Their subtle good humor 
and winning originality create the cheerful mood that leads to 
greater sales. In the wide variety of caricatures, sports figures, 
holiday groups and subjects of current interest there is a timeliness 
that will work perfectly with the merchandise you display. A new 
set, adapted to the time and season, available each month. 



















Trainoramics are tri-dimensional . . . a point in display that we 2 Ee 
don't have to tell you the value of. Made of unbreakable latex. Irresistible Charley about to collide with immovable Joe will get 


brilliantly colored by hand and highly finished, they resemble smiles and interest from your customers .. . interest that accompany- 
expensive ceramics. m ing merchandise translates into buying urge for spectator clothes, 


fall apparel, sportswear, sporting goods, etc. This month’s figures 
Write for further information to: are about 14” in height. 


TRAIN ORAMIC$ 


ADLER CORBETT STUDIOS INC., 55 WEST 42nd STREET, NEW YORK 


Send for the latest 
EXCELSIOR CIRCULAR 


Announcing the complete new 


line of WINTER and XMAS Items 


The line is varied, thoroughly comprehensive and full of the 








sort of items which insure highly attractive, colorful displays 
. . . easily and quickly. Alert displaymen, on the lookout 
for something really different, will find it in this new 
EXCELSIOR collection. It's a resourceful, diversified and 
altogether satisfactory presentation. Send for your copy 


of our circular today. 








EXCELSIOR PAPER SPECIALTIES CO., INc. 
640 WEST 57th STREET, DEPT.D - - - - NEW YORK 
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Title Registered U. S. Patent Office 
Combined with 
MERCHANTS RECORD AND SHOW WINDOW 


Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 








H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
R. C. KASH, Editor. 





OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 





6. Absolute Independence of Our Editorial 
Columns. 
VOL. XXXIIl SEPTEMBER, 1938 No. 3 





Fall Business Rise 
Strongly Indicated 


Coming as an encouraging note to display- 
men and display supply houses alike is the 
result of a recent survéy made by the Na- 
tiona! Retail Dry Goods Association among 
a cross-section of its members, in which a 
feeling of optimism regarding fall business 
was indicated by a majority of those includ- 
ed in the survey. Coming from many astute 
merchandisers, the belief in a rising tide of 
business has added significance. 


American merchants, almost without ex- 
ception, expect a general pick-up in business 
during the fall months, it was indicated by 
the poll. 

Approximately 98 per cent of the retailers 
answering in the survey made among typical 
department and specialty stores throughout 
the country, said they looked for an im- 
provement in business on a national basis 
during September, October, and November. 

The average store queried anticipated that 
retail sales in the community it serves would 
break even in dollar volume during the three 
months, as compared with the same period 
in 1937, and a majority of the stores polled 
thought it possible that sales during the 
Christmas season would exceed those of last 
year. With prices predicted at 7 per cent 
under 1937 levels, it is likely, therefore, that 
the actual units of merchandise passing over 
store counters this fall will be greater than 
the number in the 1937 season. 

Generally, merchants indicated a notable 
degree of optimism, in sizing up the outlook 
for fall trade. Many of them reported signs 
of quickening activity in their home-town 
industries and stores despite the usual sum- 
mer lull. 

In naming the factors they believe will 
contribute to the expansion of business gen- 
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erally this fall, the merchants apparently 
considered the federal “spending-lending” 
program a prime element, for more than 
70 per cent of those replying said they felt 
government “pump-priming” would be a 
major factor in the upturn. Some 36 per 
cent of the retailers mentioned the increase 
in consumer and business confidence as an 
omen of better business this fall. Bumper 
crops were heralded by 30 per cent of the 
storemen, particularly those in the Middle 
West, South, and Northwest, as favoring 
business gains during the autumn months. 
More than 25 per cent of the retailers in 
the survey cited the low state of inventories 
as cause for business improvement. 


Other factors named as likely to speed 
the upturn included: present increases in 
employment and factory production; bullish 
sentiment in the stock market with its bene- 
ficial reaction on the public mind; present 
low prices which are conducive to buying; 
the aid which declining sales totals last fall 
will give to a comparison of improving sales 
this fall; the recent improvement in retail 
sales figures even though losses sti!l are 
generally prevalent; a decrease in news dis- 
turbing to business from Washington; a 
consumer market greatly in need of replen- 
ishment; idle capital ready to go to work; 
greater liberalization of bank credit; im- 
proved employer-employee relations; gains 
in freight traffic; advance in steel produc- 
tion; a favorable money market to aid ex- 
ports; gains in building in many sections of 
the country; the success of local “sales make 
jobs” campaigns; pickup in raw goods mar- 
kets, and others. 

Among the few merchants unable to dis- 
cern the fall business picture as promising, 
these factors were mentioned most fre- 
quently: the disturbing effect of the coming 
elections, high .taxes, low prices for farm 
products, the attitude of Washington toward 
“big business.” 


The estimates of the merchants as to the 
probable course of retail sales in their com- 
munities during the fall months showed wide 
variation, ranging from 8 to 10 per cent in 
the predicted gains, to decreases of 20 to 25 
per cent. More merchants, however, antici- 
pated that sales would either break even or 
increase this fall as compared with Septem- 
ber, October, and November in 1937, than 
looked for decreases. 


On the whole, New England merchants ap- 
peared most hopeful of sales showing this 
fall, with an average expectation of 2 per 
cent increase for the three months. In the 
Middle Atlantic states, Middle West, and 
South, retailers generally indicated they ex- 
pected sales to progress gradually, with 
figures averaging losses for the three months 
of from 1 to 3 per cent as compared with 
1937. While the decline in sales last fall 
will aid sales figures during the coming 
period, dollar gains this year will at the 
same time be handicapped by the fact that 
prices will be under those last fall. 


Approximately 60 per cent of the mer- 
chants polled reported definite signs of in- 
creased business activity in their communi- 
ties. Approximately 54 per cent of the re- 
tailers polled thought it possible that with a 
steady rise in business, sales at Christmas 
time might exceed last year’s figures. 


SEPTEMBER, 1939 


I. A. D. M. Selects New York 


For 1939, Is Report 

Although no official word on the subject 
has been received as this item is written, jt 
is reliably reported that New York City has 
been selected by the International Associa. 
tion of Display Men as the convention city 
for 1939. The rumor is given credence by 
the fact that Erwin A. Hiffman, Hiram 
Walker, Inc., and Syl Rieser, president and 
executive secretary of the association, re. 
cently spent several days in New York City, 
apparently making arrangements for the 
event. The convention is said to be sched- 
uled for some time in June, with the Hotel 
Astor as the probable site. 

According to reports, much of the work 
incidental to the convention will be handled 
by members of the International Display 
Executives Association, a New York City 
organization composed of national adver- 
tiser and chain store display executives. This 
association, it is said, will make an agree- 
ment with the I. A. D. M. whereby the 
I. D. E. A. merges with the former organi- 
zation for a period of one year in order to 
handle the convention through local mep, 
This report was confirmed by an officer of 
the I. D. E. A., although no verification has 
been received from I. A. D. M. headquarters, 





Retail Strike Called 
In San Francisco 

As a result of the failure of negotiations 
between the Retail Department Store Em- 
ployees Union and the managements of a 
number of retail stores in San Francisco, 
Calif., a general strike has been called by 
the Central Labor Council. Thirty-five 
stores are affected by the walk-out, which 
occurred September 7, and involves twenty- 
four unions, including crafts and mainte- 
nance. The questions involved are said to 
be those of hiring and seniority. 





Lawrence McClellan 


Leaves Martin's 

For the past several years with Martin’, 
Cedar Rapids, Iowa, Lawrence McClellan 
has resigned his position. His future plans 
have not yet been announced. John Carey, 
a member of the firm and former manager 
of the ready-to-wear department, will direct 
display for the company, assisted by Miss 
June Ford. 





Christmas Card Novelty 


Introduced By Prestige 

Prestige Studios, 812 Broadway, New York 
City, has introduced a new display novelty 
in the form of giant Christmas cards suit- 
able for all types of holiday displays. The 
cards measure 40 inches by 60 inches and 
bear Christmas designs, silk ribbon bows, 
jewel-cloth inserts, etc. Literature is avail- 
able on request at the address given above. 





Bernard Geller 
Now At Elmira 

Formerly with the Rochester, N. Y., stot 
of Jay-Cobbs, Bernard Geller is now mar 
ager of the firm’s unit at Elmira, N. Y. He 
also has charge of display. 
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66 The right color in the : 
right place is sure to 
appeal and bring the 
desired results. 


Art Poster Board 


u 


has been produced with extreme care a 
in selection of color. Whether for Z 

. SEND FOR = 
contrast or harmony, you will find SAMPLES . 


just the color you want—and you 
may be sure of its non-fading, non- 
bleeding qualities. 


CHICAGO CARDBOARD COMPANY 
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Headquarters for 


Decorative | (| 
Display Fabrics 


used for 

® WINDOW DISPLAYS 

® EXHIBIT BOOTHS 

® WALL COVERINGS 

® SHOW CASE LINING 

® THEATRICAL DISPLAYS 
serving NATIONAL WHOLESALERS 


OAKLAND TEXTILE COMPANY 


461 Fourth Avenue New York City 








We Specialize in 


FRAMES and 
MOULDINGS , 


Let us show you how 


METAL-BORD can be 





MAHARAM 
Chrome, Copper or Brass Finish; also, Zinc or CAN FILL used effectively. Ma- 
Wood in Colors. A full line of Chrome Mould- EVERY haram has a complete 
ings constantly on hand. DISPLAY 
NEED stock on hand for 











immediate delivery. 
Available in Sheets, 
Tape and Trim. Write 


F. J. Ernewein Company 


THE HOUSE OF QUALITY AND SERVICE " 


Established 1912 





















































4425 DEMOND PLACE BUFFALO, N. Y. singe een today for samples. . . 
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NEW YORK—130 WEST 46th STREET 
Chicago—6 East Lake Street 
St. Louvis—915 Locust St. (Syndicate Trust Bldg.) 

















ARE YOU USING THE 


Best 


DISPLAY WALLBOARDS? 








Solid Wood Pulp Board is. 
designed to meet the exact- 
ing requirements of the lead- 
ers of the Screen Process, 
Sign and Display Industries. 
The unusual high quality of 
this board is the result of 
many years of practical ex- 
perience and research in the 
field. 


Note these outstanding 
features: 


© Four thicknesses— 


1/10”—Primetex 
1/8”—Woodcraft 

3/16”—Paramount 

3/10”—Supermount 


© Non-absorbent— 


requires less paint or coat- 
ing. 


© Smooth surface— 


takes process or paint 
doing justice to the most 
detailed figures and de- 
signs. 


® Will not buckle 


or warp. Already treated 
and sized. 


e Fine, clean edge 


for cut-out letters and other 
products of cutawl ma- 
chines. The cutawl blades 
remain sharp longer as 
there is no gritty substance 
in this board. 


Those who have used this 
specity it repeatedly for dis- 
plays. Why don’t you give it 
atrial? Send for samples. 


Dealers Territories open ex- 
cept in Boston, Philadelphia, 
and Washington, D. C. 


HENRY FUCHS & SON 
215 GREENE ST., NEW YORK 
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Color opens the mind, the heart—and the 
purse. It opens a world of delight and 
splendor. It has the same qualities found 
in music and is of the same essence—it is a 
stimulus that activates our mind and senses. 
But color is light and music is sound, there- 
fore, color vibrates at a much higher fre- 
quency than sound and affects our nervous 
system more readily and our reactions are 
consequently more decisive. 

To apply colors successfully to display we 
must first make a comprehensive study of 
(1) kind of merchandise, (2) its own color, 
(3) time and theme of the display, and most 
important of all, (4) the psychological effect 
of the colors upon the public. This last point 
is dramatically emphasized by an incident I 
observed some time ago in New York City. 

A beautiful window display on Fifth ave- 
nue at first glance seemed well-nigh perfect, 
and so it was—technically. Nevertheless, one 
was immediately conscious that there was 
something wrong somewhere. Although the 
promenaders clustered together to admire 
the displays in the windows nearby, this par- 
ticular one was conspicuously ignored by the 
people of a crowded Fifth avenue on a warm 
Saturday afternoon! 

A few moments of careful analysis of the 
display clearly revealed the cause. The rea- 
son was that the psychological aspect had 
been disregarded by the displayman. Even 
though the background was of a cool, re- 
freshing blue-green, it was overpowered en- 
tirely by the orange-yellow, pink, and red- 
brown of the foreground and merchandise. 
In other words, instead of soothing coolness 
the display suggested heat. This was un- 
doubtedly the true intent of the display man- 
ager, since the products promoted were sun- 
burn lotions and creams. However, the shop- 
pers felt hot already and therefore had no 
desire for even a “suggestion” of heat. 

Apparent from all this is the fact that the 
painstaking choice of harmonious colors and 
schemes alone will not suffice. The psychol- 
ogy of colors is paramount and its promi- 
nence should not be neglected in the purpose 
and planning of any display. This is equally 


true of the harmony of colored merchandise, 
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By HARRY HORST SCHEID 


Leo Meinrad Mayer Studio, New York City 


as well as of devising color lighting. 

The glamour of color-lighted windows at 
night and their magic command for attention 
can not be denied. Whether white merchan- 
dise is enhanced by colored lights, or a black 
article is “mystified,” “warmed,” or “cooled” 
with red, green, or blue lights—the auspi- 
cious visibility and instantaneous notice of 
the window is assured. 

Indeed, if you wish to become convinced 
and see an excellent example of this, then 
just walk any evening down Fifth avenue 
and be amazed at the subtle and ethereal 
energy that radiates from the color-lighted 
windows of stores like Bergdorf Goodman, 
Bonwit Teller, Saks-Fifth Avenue, Lord & 
Taylor, Franklin Simon, Best & Co., and B. 
Altman & Co. These progressive stores are 
among the most outstanding pioneers in 
color lighting in this metropolis. 

There’s no reason why you, too, could not 
do as well. Progress is made today in great 
strides and every one is his own architect 
of success. What others can do, you can do 
—and better. Through your spirit of pro- 
gressiveness you can draw the people to your 
window and into your store! 

I anticipate your answer that these stores 
have lighting experts and large display bud- 
gets at their disposal. This may be true. 
But, do you realize what a very small 
amount of money is actually needed? What 
really is necessary in large proportions is 
inventiveness and the will to experiment. 

To give you a start and an aid to your 
experimenting I have designed a Color 
Lighting Chart which accompanies this arti- 
cle, unfortunately only in black and white. 
The copyrighted original is in color, of 
course. It is the only chart of its kind. The 
wide range in its scope of colors makes it 
adaptable to any condition and desire of 
application. 

The written suggestions below the chart 
are “keys,” rather than rigid rules, which 
assures extreme flexibility of the use of the 


—The Scheid color lighting chart is shown 
below. An explanation of its use is given 
in the accompanying article— 


COLOR LIGHTING CHART 
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Color Lighting Your Windows 


chart. There’s no necessity of adhering ty 
these suggestive keys in a religious manner 
Neither do you need the whole battery oj 
lights. If you have three spotlights for the 
primaries, that’s all you will have need fo; 
to try out and work with for the present, 
Red and green superimposed will give yel. 
low; red and blue superimposed will give 
purple; green and blue will give blue-green, 
You may also vary the intensity and wattage 
of one of the bulbs. If you so wish, you can 
get the different mediums of the hues men. 
tioned in this chart, in order to. attain 
greater versatility and more freedom in your 
tests and trials. 

For instance, this color lighting chart for 
“Black Material” gives red and blue and 
frost to soften. Now, this you can easily 
change to amber or dark amber and green 
and with or without frost (frosted bulb), 
In case of “White Material”—say your prod- 
uct is creamy white and you wish to impress 
the passers-by with its creaminess and flufi- 
ness—then perhaps, straw on one side and 
amber on the other side will suit you and 
the merchandise best. 

Fur, for example, will accept almost any 
hue of light. Again, the kind of fur has to 
be taken into consideration. Fur worn in 
summer, we would naturally give a cool 
light. For one that is worn in winter, a 
warm-colored light would be appropriate. To 
give variety to your windows, a good sug- 
gestion would be to light ermine with me- 
dium blue or with a light green-blue; purple 
or violet for black lame and amber for sable, 
with straw for opossum. Yet, here again, 
you may equally well use lights of different 
hues to fit your personal taste and the cir- 
cumstance and locality of your display. 

In conclusion, color enhances the design 
and superbly enriches the texture and there 
are few textures that aren’t “color hungry.’ 
Nevertheless, beware of swinging from one 
extreme to the other. Don’t use three dil- 
ferent hues of light when one serves the 
purpose best. As with everything else- 
moderation in the use of colored lights is 
the golden middle-way, and_ simplicity 1s 
beauty. 


09°Ce 09% 90% 0%0 





eCe € Oe 


| | 
































SEP" 


W. 
Alcoh 
attent 
play t 
ages t 
the cc 
$10 pe 
the w: 
by DI 
indica 
ing tl 
consci 
is ser’ 
the sa 
the pr: 
torial 
1938, i 
To Al 

The 
tion ir 
fully 
impose 
6 on tl 
be fur 

Sect 
Admin 
tional | 
facture 
bevera; 
chase I 
or in ] 
sold o1 
merce, 
nishing 
to the 1 
supplie: 
value, 
Regula: 
Secti 
the furt 
signs, ¢ 
plays b 
side re 
value t 
ments ; 

directly 
tilled sj 
industry 
rectly p 
ing sucl 
dental 1 
value of! 
industry 
at any ; 
$10. Th 
of such 
incurred 
member 
manufac 
installat 
ries the; 
been int 
penses o 

It is 
that sor 
OWN win 
to carry 
grams a 
which ex 
expenses 
question 
There 
Which wi 


| Provided 


ods the \ 













SEPTEMBER, 1938 


F. A. A. WARNS AGAINST 
DISPLAY VIOLATIONS 


7 w. S. Alexander, administrator, Federal 
Alcohol Administration, recently called the 
attention of distillers and others using dis- 
play to promote the sale of alcoholic bever- 
ages to that part of the F. A. A. Act limiting 
the cost of such displays to not more than 
$10 per retail outlet. The complete text of 


1g to the warning is given below. A recent survey 
nner. J by DISPLAY WORLD on this same subject 
ry of indicated that many firms have been violat- 


r the ing this provision of the act, perhaps un- 
d for consciously, but to such an extent that there 
Sent, js serious danger that all display to aid in 
yel- HB the sale of liquor will be prohibited unless 
give IP the present practice is discontinued. An edi- 
Teen, torial on this subject appeared in the April, 
ittage 1938, issue. 

u cal MH T>) All Industry Members: 


ed The Administration has received informa- 
<i tion indicating that some permittees are not 
— fully aware of the scope of the limitations 
imposed by Section 3 (b) of Regulations No. 
rt for : : : 
6 on the value of indoor displays which may 
» and : : ; 
sasily furnished to retail establishments. 
feats Section 5 (b) (3) of the Federal Alcohol 
bulb) Administration Act, subject to the jurisdic- 
orod- tional limitations involved, prohibits a manu- 
ress facturer, importer, or wholesaler of alcoholic 


beverages from inducing a retailer to pur- 
flufh- ‘ age 
chase his products to the exclusion in whole 


, : or in part of the products of other persons 
sold or offered for sale in interstate com- 
t any IE merce, under the conditions stated by fur- 
a te nishing, giving, renting, lending, or selling 
min © the retailer any equipment, fixtures, signs, 
ar supplies, money, services, or other things of 
int value, subject to the exceptions set forth in 
e. To Regulations No. 6. 
sug- Section 3 (b) of these regulations permits 
1 me- (@ the furnishing of signs, posters, placards, de- 
virple signs, devices, decorations, or graphic dis- 


sable @ Plays bearing advertising matter for use in- 
again, side retail establishments if they have no 
ferent Value to the retailer except as advertise- 
e cit: ments; if the furnishing is not conditioned 
splay. directly or indirectly on the purchase of dis- 
lesign tilled spirits, wine, or malt beverage; if the 
there | ‘dustry member does not directly or indi- 
ngry.” rectly pay or credit the retailer for display- 


n one | "8 such materials or for any expense inci- 
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SPECIAL FEATURES — (1) Compact; weighs 
only 114 lbs. (2) Precision-built. (3) Unbreak- 
able; solid steel construction. (4) Tool steel 
parts assures accuracy. (5) Geared action. 
(6) Self-feeding. (7) Automatic stroke control 
prevents clogging. (8) Easy to load. (9) Easy 
finger action; short stroke. (10) Built to get 
into narrow spaces; tacks flush to edge. 





Displaymen Acclaim The New Clog- Proof 


TAKWIK Tacker 


The perfect answer to every tacking 
problem—TAKWIK saves time .. . money 

. extra work. Ideal for quicker, neater 
display work—backgrounds, panels, affixing 
merchandise to cards, carding, etc. Does 
away with hammer and tacks. Speeds up 
every job! 

Unlike many ordinary tackers, TAKWIK 
allows tacking FLUSH with the edge of 
the board, as well as in dozens of other 
hard-to-reach places. Tacks are easily 
removed and leave no unsightly marks. 


PRICE OF NEW 

LIGHTWEIGHT S .0O 
TAKWIK TACKER..... 

Takwik Staples—Sturdy, 


precision-made. Bevel Pointed. 
5000 to box. Per Box $1.50. 


CONSOLIDATED STAPLE CO., Inc. 


301 BROADWAY NEW YORK CITY 
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Invitation to Inspiration 


Sanderson Wood Reproductions are 
ideal for display backgrounds, show case 
linings, display cards, etc. 


Write for a complete sample book in- 
cluding different grains and colors. It 
will suggest many uses for these inexpen- 
sive natural wood papers. 


Sanderson Products, Inc. 


48 West 48th Street 


New York 


e dil- 


dental to their operations, and if the total 
value of all such materials furnished by an 


as the 
else- | Mdustry member and in use at any one time 
hts is | 2t any retail establishment does not exceed 


ity is 


$10. The regulations provide that the value 











of such materials shall include all expenses 
incurred directly or indirectly by an industry 
member in connection with the purchase, 
manufacture, transportation, assembly and 
installation of such matertals and of accesso- 
nes thereto. This definition of value has 
been interpreted to include the overhead ex- 
Penses of the indoor display departments. 

It is the Administration’s understanding 
that some permittees have employed their 
own window dressing and decorating crews 
0 carry out their indoor advertising pro- 
grams and that they have installed displays 
which exceed the $10 limitation when all the 
‘xpenses properly chargeable to the signs in 
question are included in the cost. 

There is, of course, nothing in the Act 
Which would prohibit the use of such crews. 
| Provided that under proper accounting meth- 
ods the value of all signs in use at one time 























in any retail establishment does not exceec 
the limitations specified. 

There apparently has been a misunder- 
standing to the effect that the regulations 
permitted signs valued at $10 for each brand 
advertised. The value under the Act and 
the regulations is caiculated on the basis of 
all materials furnished by any one industry 
member regardless of the number of brands 
advertised. 

It is suggested that permittees who have 
heretofore failed to comply strictly with the 
provisions of the Act and of the regulations 
in respect to indoor signs immediately take 
the necessary steps to do so in order to avoid 
incurring further liability. It is suggested 
also that firms employing their own display 
and decorating crews set up appropriate ac- 
counts and charge all of the items previously 
specified to the various displays installed in 


order that they may avoid possibility of ex- 
ceeding the $10 limitation unwittingly. 

It is suggested also that display crews or 
others responsible for the dissemination of 
displays and indoor signs check the value of 
all materials already on display on retail 
outlets when they furnish new displays in 
order to avoid the possibility of exceeding 
the $10 limitation applying to all signs fur- 
nished by them and in use at one time. 

This matter was calied to the attention of 
the industry in the notice dated July 30, 1937, 
FA-115. However, in view of the recent 
trend toward more elaborate displays it is 
deemed advisable again to notify the indus- 
try as to the applicable prohibitions. 

Attention is directed to the fact that Regu- 
lations No. 6 contain no provisions permit- 
ting the furnishing of exterior signs to retail 
establishments. 
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WALLBOARD 


DISPLAY WORLD 


Leconomy 


for Flexibility 


A Wide Variety 


... of attractive mer- 
chandising displays can 
be made with Mutual tub- 
ing. Now available from 
| inch to 22 inches in 
diameter, and any lengths 
Ideal for 
holiday candles, columns, 
and an infinite variety of 


up to 12 feet. 


window, interior, exterior, 
and toy department dis- 
plays. 


Low Cost... 


. . . for initial purchase 
of Mutual tubing is only 
fraction of actual cost 
when you consider they 
will be used over and over 
again! It pays to keep 
an assortment of different 
sizes on hand for emer- 
gency use. Order from 
your dealer, or write di- 
rect to our Dept. DW. 





Repeated Use 





Complete Peppermint Tubes and Canes 


Already to put up. In brilliant red and white com- 
binations. With or without bows. In every popular 
diameter and length. 
column decorations, gift booths. 


Ideal for toy departments, 


Write Dept. DW for Prices and Name of Dealer Near You 


MUTUAL SALES & MFG. C0. “:“ 


1101 POWER AVENUE e 


ual 


CLEVELAND, OHIO DsPlavs 





Blown-Glass Chairs 
Used In Display 

The windows of Lord & Taylor, New York 
City, on September 13 introduced the first 
life-size blown“glass chairs ever made. They 
are the work of Marianna von Allesch, in- 
ternationally known glass sculptor, made in 
her studios at 252 East 68th street. Master- 
pieces of the glass-blower’s art, the chairs 
represent a completely new achievement; it 
is said that never before has glass been 
blown and moulded by the craftsman into 
work of such size Also in the windows 
are glass trees, exquisite exaggerations of 
characteristic decorative pieces. The result 
is said to give the windows a sparkling, 
jewel-like quality. Dana O’Clare is Lord & 
Taylor's display manager. 


Giant-Sized Panels 
Announced By Upson 


Fibre wall board in panels as big as the 
wall of a room in an average home is the 
latest development announced by The Upson 
Company, Lockport, N. Y. The panels are 
3% inch in thickness and 8 feet by 14 feet in 
size. One side of the board is embossed 
with a pebbled effect, while the other side 
is smooth. 





Wesley Foster Joins 
Schonwasser's 

Wesley Foster has been appointed display 
manager for The David Schonwasser Com- 
pany, San Francisco, Calif. He was for- 
merly with the display department of The 
White House, of the same city. 
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Ford Reveals Plans 
For ‘Frisco Fair 


Details of the Ford Motor Company’s ex. 
hibit at the 1939 Golden Gate Internationa] 
Exposition on Treasure island in San Frap. 
cisco bay have been announced. 


Tribute to the contributions of the westerp 
states to the growth of the automobile jp. 
dustry will be paid by the Ford exhibit. 


Situated at the north end of the Court of 
the Seven Seas, the Ford exhibit will em- 
brace 42,000 square feet of floor space de- 
voted to a dramatic presentation of the Scope 
of the Ford industry. The architectural 
treatment will be in harmony with the other 
exposition buildings. 

Theme of the exhibit will be a “Fountain 
of Western Products” which will dominate 
the horseshoe-shaped entrance hall opening 
off the court. The fountain will display the 
raw materials contributed by the western 
states. Around the walls of the hall will be 
dioramas showing the source of these and 
other raw materials such as coal, iron, rub- 
ber, zinc, aluminum, cotton, and soy beans, 
the principal manufacturing operations to 
which they are subjected and a representa- 
tion of the parts of a complete car formed 
of each. 

The main exhibit hall will open off the 
entrance horseshoe. This will house a wide 
variety of displays of manufacturing proc- 
esses, inspection and testing exhibits, a re- 
volving chassis, an operating model of the 
by-products section of the Ford Rouge plant 
at Dearborn, Mich., a demonstration oi 
motor assembly, a model service station, and 
displays of exchange parts and accessories. 

A portion of this exhibit will be a display 
sponsored by the Champion Spark Plug 
Company showing manufacturing processes. 


Designed to trace some of the processes in 
rubber products manufacture including some 
of the major steps in the production of auto- 
mobile tires, the Firestone Tire and Rubber 
Company’s exhibit will be highly educa- 
tional. In addition, small all-rubber minia- 
ture Ford V-8 cars will be actually pro- 
duced. 


Just off the exhibit hall in a darkened 
room there will be demonstrations of the 
stroboscope, which enables engineers by a 
visual miracle to study a speeding engine by 
arresting or “stopping” its motion; the 
weatherometer and the fadeometer, which 
are used for testing the weather and sunfast 
qualities of upholstery materials and finishes. 
and the electric eye, now widely employed 
in industry. The dark room will also include 
a popular representation of the fourth dimer- 
sion and an_ exhibit demonstrating the 
fallacy of theories of perpetual motion. 





Champion Opens 
Portland Office 


Champion Display Studios, jobbers and 
distributors of display materials, whose home 
office is at 1417 Fourth street, Seattle, Wash 
has opened a branch at 103 S. W. Park ave 
nue, Portland, Ore. John Stark, a former 
displayman and operator of a display studi? 
in Portland, Ore., will be in charge. Five 
large windows are being installed for the 
display of materials and equipment. 
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Question: We have frequent use for a 
good mounting paste, and if possible I would 
like to make my own. Can you give me a 
recommended recipe for such a paste?—J., 
Asheville, N. C. 

Answer: You might try this: To 250 cc. 
concentrated gum solution—two parts gum 
to five parts of water—add a solution of 
1 grm. sulphate alumina in 20 cc. of water. 
This gum is not readily softened by moisture 
and even wood can be fastened to wood by it. 





Question: How can we give brass a green- 
ish “patina” which would look like the result 
of natural aging?—B., Appleton, Wis. 

Answer: Immerse the articles in a solution 
of one part perchloride of iron in two parts 
of water. The longer they are left in this 
bath the darker will be the greenish color 
they assume. : 





Question: What paint would you recom- 
mend for painting backgrounds and window 
side walls? Also, what color would you sug- 
gest for this?—M., Bayonne, N. J. 

Answer: There are a number of suitable 
paints on the market, and their names and 
sources of supply have been sent you. Prob- 
ably an off-white would be most suitable for 
your purpose, as this affords good contrast 
with the merchandise and helps to decrease 
reflections. 





Question: We want to try out some novel 
backgrounds in which plate glass will have 
a major part. While we have the necessary 
quantity of glass, it is salvaged material, 
stored for quite a period of time, and is 
covered with grease and putty. Is there any 
way of removing this easily?--M., Los 
Angeles, Calif. 

Answer: Use a paste of benzine and burnt 
magnesia. This should be of such a con- 
sistency that when it is pressed between the 
fingers a drop of benzine will exude. Dip a 
wad of cotton in the mixture and rub the 
glass thoroughly. One rubbing is usually 
suficient. Any substance remaining on the 
glass will brush off after drying. 

Question: I wish to make a display which 
requires that I frost the glass of our display 
windows. I remember that at one time a 
formula was published in DISPLAY 
WORLD for the making of such an effect. 
If it is still available I should like to have 
a copy of it for use in this display.—B., 
West Chester, Pa. 

Answer: A decorative frost effect for 
windows can be made by patting the glass 
with a tuft of cotton soaked in a saturated 
solution of epsom salts. On drying, this 
Crystalizes into frost-like formations. Icicles 
can be made by using clear cellophane and 
water glass (sodium silicate). Cut the cello- 
Phane into strips of the length desired for 
the icicles, then gather together a number 
of the strips (the number depending on the 
thickness required for the icicles) and dip 
the whole into the water glass. These are 
hung up as needed in the scene. 
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CHRISTMAS IDEAS e PROMOTIONS e INTERIOR DISPLAYS 
PANELING e CHRISTMAS GADGETS 











GENUINE 
RUBBERLITE 


SHOE FORMS 


These forms are self adjusting, smartly designed to fit the new 
Shoe patterns. Will not crack or chip. Ten distinctive types to suit 
every requirement. Order samples, cost refunded if not satisfied. 


RUBBER PRODUCTS, INC. 


529 S. JEFFERSON ST., CHICAGO - - - | EAST 42nd ST., NEW YORK 


i Sk 
You Are Invited 


TO VISIT A PROCESSION OF 
SELLING DISPLAY IDEAS IN 
AN INTERESTING NEW SHOW ROOM 


4 LOVELY MANNEQUINS IN 
DISTINCTIVE ACTION POSES 


NEW FIXTURES IN DURIGLO 
THAT LOOK AND WEAR LIKE GOLD 


ADVANCE CHRISTMAS DISPLAY 
MATERIALS — FLORAL UNITS — 
NOVELTIES AND ACCESSORIES 


ROOMS 1713-14 CAREW TOWER — CINCINNATI 








GENERAL 
DISPLAY 


(ole) °5°20) >t - BELO) aN 


CAREW TOWER 
CINCINNATI, OHIO 
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Think this 








Two things displaymen are thinking about 
right now are Christmas, 1938, and the New 
York World’s Fair, 1939. This fair will have 
a closer tie-up with merchandising than any 
previous exposition. Arthur Freeman, direc- 
tor of merchandising for the fair, speaking 
at the I. A. D. M. convention, said, “The 
forthcoming World’s Fair will develop new 
standards, tastes, qualities, and ideas in all 
forms of merchandising, particularly with 
respect to men’s and women’s apparel.” He 
also stated that an element of showmanship 
such as was practiced by P. T. Barnum in 
his early days will be needed in merchan- 
dising World’s Fair emblems and _trade- 
marks. Barnum, the venerable showman, 
had many ways to create a mystery in order 
to sell his wares. A story is told about how 
he hired a man to place bricks along Broad- 
way, one brick at Ann street, another at 
Vesey, a third in front of the Astor hotel, 
and a fourth in front of St. Paul’s cathedral. 
The man carried a fifth brick, methodically 
exchanging the one in his hand for the one 
on the pavement without saying a word to 
anybody. At the end of every hour he pre- 
sented a ticket at the Barnum museum, 
walked through the building and out again 
to continue his brick laying. A short time 
after the man began his rounds, hundreds 
were watching him, trying to figure out his 
actions. Many, of course, followed him into 
the museum hoping to solve the mystery in- 
side. Finally the police had to intervene be- 
cause the street was blocked in front of 
Barnum’s museum and naturally the press 
carried columns of news which couldn’t have 
been bought at any price by Barnum. Show- 
manship and displaymanship will be needed 
to promote the New York World’s Fair, so 
let’s all start gathering some bricks, now! 

Compensation for displaymen is a subject 
often discussed by some display speakers, 
with negative results. The displayman who 
invites his boss to a meeting and then ex- 
pects a total stranger on the rostrum to tell 
an audience a sad story about displaymen 
being poorly paid is only harming himself. 
If he can not get a raise by asking for one 
directly in the boss’s office, how can he ever 
expect to sway one so indirectly? A dis- 
playman and his boss are two individuals 
and the matter of compensation is between 
themselves, privately. Oratory on the sub- 
ject is a waste of breath. Some displaymen 
have the idea that belonging to a display 
association will cure all evils and solve all 
his problems. It will not. Some problems 
are your individual problems, and must be 
faced and solved by you. Expecting an 
association to get you a raise in wages is 
silly, and if you are not capable enough to 
get a raise yourself by asking for one you 
shouldn’t expect an organization to help you 
even if you do belong to one. Display com- 
pensation is one of these problems for the 
individual to solve himself to the best of his 
ability. The blame for poor compensation 
lies at the doorstep of the displayman. Let 
us remember the words of Confucius, the 
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By FRANK G. BINGHAM == 





greatest of China’s wise men, when he said, 
“When the archer misses the center of the 
target he turns around and seeks for the 
cause of his failure—within himself.” Dis- 
playmen, like other human beings on missing 
the target, would blame the bow, the arrow, 
the wind, or poor sight; never the lack of 
skill. To blame yourselves, displaymen, for 
poor compensation and your own shortcom- 
ings is the beginning of wisdom. Yes, and 
the beginning of better compensation, too! 


When interviewing for a position, perhaps 
the hardest hurdle to which every display- 
man comes, the clearance of which means a 
job in most cases, is that hurdle called 
salary. When an executive asks you how 
much salary you expect, you can bet your 
fast dollar he knows approximately how 
much he intends to pay. In your own mind 
determine how much you want this position 
to pay you. Be honest, but don’t underesti- 
mate your work or your worth. If you put 
in a low bid, you can always tell because he 
will hire you without hesitation, but if you 
ask more than he expects to pay, the hesita- 
tion begins. Most of the time an executive 
will say: “Fifty dollars a week! Well, now, 
that’s a little more than our promotional 
budget calls for in this position as a starting 
salary.” Your task now is to find out what 
his budget calls for by saying: “I realize all 
stores have budgets to follow and I have 
operated display departments in the past on 
the budget plan. Your budget for a display 
manager calls for what starting salary?” 
The executive says: “Our plan calls for a 
$38 starting wage.” You can do three things 
right here: walk out in disgust; go to work 
for $38; or do the smart thing by saying, 
“I believe I am worth more than that to this 
firm, but I want to think it over; may I 
come back within an hour?” 


Taking a walk at this time is the way to 
get more money in many cases because every 
executive admires a person who wants to 
think before making a decision. He nat- 
urally thinks you will come back anxious to 
agree to his terms. Your first sentence as 
the interview proceeds is something com- 
plimentary, such as: “I have walked through 
your store again, looked at your windows, 
and I like the whole store; in fact, I want 
to become a part of this organization. | 
honestly believe I can improve your windows 
and departmental displays with my knowl- 
edge of display gained through years of prac- 
tical experience, but I still believe it would 
be a good investment for you to pay me $50 
a week.” He is probably naturally taken by 
surprise, but he is not an executive if he 
wouldn’t say: “I’m sorry, that is all this 
position will pay at the present time.” This 
is the place where most interviews really be- 
gin to get down to business. The compro- 
mise is often worked and rarely ever fails, 
providing the gap between your figure and 
his isn’t too wide. You say: “You want to 
employ me as your display manager and I 
want to work for you; can’t we come to some 
compromise on this one thing—salary?” Mr. 
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Smith says: “Well now, perhaps we can 
come to some arrangement.” You say and 
say it bravely, “Mr. Smith, I want to be fair: 
how does a starting salary of $45 sound.” 
“Forty-five dollars a week, but our budget— 
let me see—” You hit the tape by saying: 
“My displays will increase your sales and 
offset the difference in the budget! Haven't 
I shown you the photographs of my windows 
that sell?” Mr. Smith, if he is human like 
the rest of the Smiths, smiles and decides his 
new displayman isn’t a “yes man,” and only 
by using his discretion was he able to save 
the firm the $5 difference in wages. FExecu- 
tives do not like to hire “ves men,” but some- 
times that is all they can secure. A “yes 
man” in this case would have started for $38! 
Don’t be one. 


Thoughts while loafing: Better display 
means more sales, more jobs! ... a good 
slogan for any display club right now. ... 
Joe Apolinsky’s anniversary displays in the 
last issue were the finest civic displays | 
believe ever published .. . the forthcoming 
Retail Demonstration Week by the N. R. 
D. G. A. will put the display departments 
in a good light .. . funny thing how promo- 
tion men will sit up all night trying to think 
up a word other than display ... at 4 a.m. 
they decide on the word demonstration. 
. . . National Display Week if it had been 
continued would be the most powerful pro- 
motion of today ... why was it dropped? 
. .. Clem Kieffer did a real job as chairman 
of the first one .. . congratulations to all the 
winners of the Interwoven contest ...a 
simple idea showing socks on forms sus- 
pended from eight balloons . . . the slogan 
used was a knock-out for ankle hose... 
“They Will Stay Up.” ...D. J. Reish, Flint, 
Mich., had the idea and won $1,000. . . lucky 
guy ... looking over the membership list of 
the Detroit club one can not overlook the 
powerhouse of display talent listed under W. 
. . . Eugene Turner, Atlanta, Ga., was 
“purged” at Washington before the word be- 
came an issue in his state ... he should have 
been elected a director because he is one of 
the South’s strongest members . dal 
Dwiggins, Reyburn Manufacturing Company, 
Chicago, will head the judges at the South 
Bend Window Show .. . new judges for 
every show .. . picked by displaymen... 
no complaints . ..a good idea to end the 
I. A. D. M.’s fiscal year on June first ... 
displaymen coming to the convention car 
pay their dues . . . they never miss it then 

. it’s hard to get the other eleven months 
of the year. 


D. J. Reish Wins 
$1,000 Prize 

To D. J. Reish, Crawford & Zimmermat, 
Flint, Mich., has gone the distinction of hav- 
ing won the highest single display award 
of the year, thus far—$1,000 offered by the 
Interwoven Stocking Company, New Bruns- 
wick, N. J., as a grand prize for the most 
outstanding window display of Interwovel 
socks in a national contest which ended 4 
short time ago. More than $5,000 in prizes 





was given some fifty-six displaymen, card 
writers, and advertising men. ; 

In the division for cities of 300,000 an¢ 
over, first prize of $500 went to Harold 
Malkson, The Continental Clothing Hous¢, 
Inc., Boston, Mass. Second prize o! $20 
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was awarded to Lloyd Walter, Moore, Ltd., 
San Francisco, Calif., and third place and 
$100 was won by Karl Kneis, at that time 
with Stix, Baer & Fuller, St. Louis, Mo. 
Nine special prizes of $25 each went to the 
following: Fred Rude, Baskin Clothing Com- 
pany, Inc., Chicago; Frank Wodarek, Gimbel 
Brothers, Inc., Pittsburgh, Pa.; Clement 
Kieffer, Jr.. The Kleinhans Company, Buf- 
falo, N. Y.; Arthur N. Waldron, Frederick 
Loeser & Co., Inc., Brooklyn, N. Y.; Ar- 
mand C. Raining, Boyd-Richardson’s, St. 
Louis; E. L. Darnell, Carson Pirie Scott & 
Co. Chicago; Alexander Demey, Roos 
Brothers, San Francisco, Calif.; Harold 
Malkson, and Karl Kneis. 

In the classification for cities of over 50,000 
and under 300,000, first prize (the cash 
awards for each division were the same as 
listed above) went to Les Blei and Guy Wol- 
cott, Nebraska Clothing Company, Omaha, 
Neb.; second and third prizes were won by 
James T. Briggs, M. Levy Company, Shreve- 
port, La., and R. A. Peterson, P. A. Meyer & 
Sons, Inc., Erie, Pa., respectively. Nine spe- 
cial awards went to the following: W. G. 
Brown, Magee’s, Lincoln, Neb.; A. L. Mead- 
ows, Washer Brothers, Fort Worth, Texas; 
J. E. Bjork, William Gilmore & Sons, Inc., 
Oak Park, Ill.; E. V. Johnson, Sanger 
Brothers, Dallas, Texas; W. W. Alexander, 
Stevens-Alexander, Inc., Springfield, Ohio; 
Ted Miller, Garrett-Stuart & Sommer, Inc., 
Spokane, Wash.; Albert G. Schultz, Croll & 
Keck, Inc., Reading, Pa.; E. D. Rumsey, 
Barth Brothers Company, Inc., Oklahoma 
City, Okla.; Charles R. Buyse, The Remick 
Company, Quincy, Mass. 

First, second, and third awards for cities 
under 50,000 population were won by Sid- 
ney J. Pickering, Griffin H. Hilliker Com- 
pany, Ossining, N. Y.; W. E. Eastman, Ger- 
ing Mercantile Company, Gering, Neb., and 
Maurice Tobias, Nemec & Tobias, Ashland, 
Wis., respectively. Nine special prizes were 
won by John G. McGurk, John Forbes & 
Son, Homestead, Pa.; Burl M. Courtney, 
The J. F. Sample Company, El Dorado, 


| Ark.; Clarence E. Duff, D. M. Ogilvie & Co., 


East Liverpool, Ohio; William B. Young, 
Strawbridge & Clothier, Ardmore, Pa.; Wel- 
don Miles, Yost Brothers, Stockton, Calif. ; 
0. W. Bennett, Kolliner’s, Stillwater, Minn. ; 
Rolland Pease, W. E. Draper, Inc., Yakima, 
Wash.; W. H. Field, Rumbaugh-MacLain, 
Inc, Everett, Wash., and A. J. Bracketee, 
Perkins-Shearer Clothing Company, Colo- 
rado Springs, Colo. 

; For the most outstanding show cards used 
iN connection with the contest, Interwoven 
awarded the following prizes: first, $100, M. 
L. Massey, Miami Commercial Company, 
Miami, Ariz.; second, $50, Earle Drum- 
wright, Barth Brothers Clothing Company, 
Springfield, Mo.; Jack Miller, Jahraus- 
Braun Company, Buffalo, N. Y. Four spe- 
cial prizes of $10 each were won by Aaron 
Klotz, Swern & Co., Trenton, N. J.; Charles 
B. Humphreys and W. D. Auld, Bashford- 
Burmister Company, Prescott, Ariz.; Lew J. 
Blumberg, George Muse Clothing Company, 
Atlanta, Ga., and A. L. Meadows, Washer 
Brothers, Fort Worth, Texas. 

The judges were Tom Lee, display man- 
ager, Bonwit Teller, Inc., New York City; 
W illiam Bayard Okie, Jr., display designer, 
New York City, and V. W. Sebastian, New 
York representative of DISPLAY WORLD. 
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4 } j 5 | fo G Kling-Tite Automatic 
One-Hand Tacker 


TOPPING WASTE in Point-of-Sale adver- 
tising—waste in selling hours—is being 
done by thousands of Displaymen, Sign Men 
and Salesmen—with Kling-Tite, the Automatic 
One-Hand Tacker. It gets up more displays, 
in more stores, in less time, with less effort 
—getting materials into selling action hours 

earlier! Adopt this modern method! 
Ask for Folde1 


A.L.HANSEN MFG. CO. 


5041 Ravenswood Ave., CHICAGO, ILL. 
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Our window man tnn«s 
SHACKMAN’S IS THE MOST WONDERFUL PLACE!” 


—s30 said an executive of one of the country’s largest shoe chains, 
recently, For it seems his window man had found, here at 
Shackman’s, inspiration for half a dozen novel and arresting 
window axd interior displays. 


Do you want cotten snowballs for a winter scene? Or an Uncle 
Tom mask? Or four dozen miniature paper suitcases? Or Hawaiian 
lei for a tropical window? Or red-white and blue balloons? Or 
high silk hats made of cardboard? Or a gross of little Christmas 
trees? That’s the sort of variety we have in this store ... more 
than 14,000 different kinds of novelties, made of paper, glass, metal, 
wood and practically everything else. 


One trip to Shackman’s will start you on the track of a dozen 
window ideas; or send for our 128-page catalog, just off the press. 
Make your job easier right now by becoming acquainted with this 
huge store, where prices (by the twelfth dozen or by the gross!) 
are surprisingly reasonable. 


SHACKMAN’S 


34TH ST. & MADISON AVE., NEW YORK 
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The World’s Longest Rath 


By JOSEPH M. KRAUS, Advertising Manager, 


A. Stein & Co., Chicago 
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The longest distance in the world is the 
few feet from the sidewalk into the store. 
Making passersby stop to buy is the funda- 
mental function of window display. Many 
windows will make you stop—but they won’t 
make you shop, Other windows will invite 
you to shop—and that’s where you stop! The 
successful window stops you... brings you 
in to buy ... not to shop. 

But how achieve this successful display 
appeal? What's the formula? How’s it 
done? I wish I knew. 

We have been puttering around with this 


! subject for many years .. . and though we 
constantly have the advice and counsel of 
expert display specialists . . . we just can’t 


bat 1000 per cent. Maybe if we published 
pictures of the flops we’ve had, some kindly 
soul could point out why they failed to click. 
But the world has troubles enough of its 
own... so we'll do our weeping alone. 
Instead we'll show you three diversified 
. yet equally resultful and effective ex- 


Marvelile 


DRESS HHELOK BY HACKIOey 

















hibits . . . which we have successfully em- 
ployed. They were created to sell more 
Paris garters, suspenders and belts, and 
Marvelite dress shields. 

Their primary purpose is to remind obsery- 
ers of a pending or immediate need; to bring 
customers into the store to buy—not just to 
shop; to help sell related items; to reflect the 
fact that it is the ideal of the merchant 
using them to give his public the best in 
style, quality, and value; to focus the power 
of our national and local advertising on the 
merchant's store; to help increase store 
traffic. 

The importance we place upon the medium 
of point-of-sale advertising can best be 
measured by these facts: 

(1) The greatest single item of investment 
in our advertising budget goes for display; 
(2) our staff of three artists devotes a great 
share of its time in the creation of our ma- 
terial; (3) for interior display we maintain 





not only our own staff of designers and cre- 
ators but also a fully equipped and modern- 
ized wood-working department which pro- 
duces thousands of display fixtures, stands. 
and cabinets monthly; (4) our constant cotl- 
tact with and purchases from leading out- 
side organizations provide the important ele- 
ment of specialized service we need. 

To hundreds of display managers, we art 
indebted for constructive counsel and fine 
cooperation. Their utilization of, and their 
interest in, our promotional exhibits have 
made possible the progressively more elab- 
orate and effective service we aim to render. 

As long as stores have windows—as long 
as there are eyes to see—displays must have 
right of way. When Eve went shopping. 
was the apple that caught her eye—while the 
serpent got her ear! He could never have 
put the sale over without that tant alizing 
display. 

And women are still doing most of the 
shopping — and eye appeal, incide tally, 
knows no sex! 
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SOLVES ALL 
MOULDING 


AINE momPne 


Green, Blue, Red, Gold, Chrome, Stainless Steel, 
Aluminum, Bronze, Brass, Metal Covered Mould- 


ings. 
Snap-On Mouldings in Newest Shapes 


Edgings and Nosings FRAMES 
Low Prices — Immediate Deliveries 
We are Manufacturers 


AMES METAL MOULDING CO., Inc. 


225-229 East 144th St. New York, N. Y. 








You spend good 
money tor adver- 


UARDBOARD tising cutouts or 
co EASELS counter hones 3 


dise displays. 
is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
ease] encounters. The Stand Pat Easel wili out- 
live your display card. Write tor samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 

















CUT-OUT LETTERS for DISPLAY WORK 
3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 

More Beautiful 


i of a So 
and Less Expen- 
sive than Hand 
COMPANY cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 








SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 
The Brisechograph Co. 


COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 















MANNEQUINS o TOMORROW 


See them in our display room 
or write for full details. 


DISPLAY EQUIPMENT 


CORPORATION 


147 West 37th Street 
New York City 





We recommend this 
new line for siyle, 
quality, and reason- 
able price. Ithas no 
extremes to make it 
short-lived. Excellent 
figures, facial types, 
finish, movement. 














“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 











JOBBERS ATTENTION!! 


WRITE NOW for Photographs of our 
Brand New Line of Novel 
Christmas Display Numbers 
Popular Price Range. Most At- 
tractive Discounts to Distributors. 


12 
PRESTIGE STUDIOS $2, 2o%°c7? 




















Richard Hendren Leaves 

C. A. Reed Company 

_Richard P. Hendren has resigned his posi- 
tion as sales manager for C. A. Reed Com- 
Pany, Williamsport, Pa., to become director 
of sales and advertising for The E. Ingraham 
Company, Bristol, Conn. He is succeeded 
by William T. Huntsman. 
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Mauve, Pastels, King's Red 
Suggested For Fall 

Mauve Decade colors, Winter pastels, and 
King’s red are suggested to stores as fea- 
tured fashion dress colors for late Septem- 
ber and early October wear, by the Color 
Coordination committee of the National Re- 
tail Dry Goods Association. The committee, 
under the chairmanship of Victor T. Cham- 
bers, Associated Merchandising Corporation, 
has just issued a new color card for retail 
stores, on which these shades are swatched. 

In the Mauve Decade group, two colors 
are shown: a bluish violet and a rose violet. 
The Winter pastels are an egg blue and a 
pink which complement one another. King’s 
red, a dramatic new color suggested by the 
committee, is reported to be receiving spon- 
taneous acceptance. The new color card, 
known as “Fashion Dress Colors for Fall 
1938” is available at the N. R. D. G. A. 
headquarters, 101 West 3lst street, New 
York City. 





Annual Sales Meeting 
Held By Birdseye 


Birdseye reflector lamps, which have been 
widely used for industrial, commercial, and 
display lighting for the past three years, are 
now being made available for the first time 
for resale through retail electrical and hard- 
ware dealers. Final plans for such represen- 
tation were consummated at the company’s 
annual sales meeting, just concluded, at 
which Clarence Birdseye, originator of 
frosted foods and the inventor of the Birds- 
eye reflector lamp, presided. 





Sherman, Clay & Co. Sweeps 
Music Display Contest 

The annual National Music Merchants’ 
display and advertising contest, held this 
year August 1-4 at the Hotel Stevens, Chi- 
cago, was swept by Sherman, Clay & Co., 
San Francisco, Calif., the firm winning half 
of all the first and second prizes available. 
Sherman, Clay window displays under the 
direction of Miss Catherine Bancroft won 
five awards, including two firsts and three 
seconds. 





English Publication 
Honors Crawley 

Charles R. Crawley, display manager, 
George B. Peck Company, Kansas City, Mo., 
has received a request for photographs of his 
recent shoe displays for publication in The 
Footwear Organiser, London, England. The 
footwear journal is compiling a world-wide 
symposium on shoe merchandising, and 
Crawley’s displays were selected as repre- 
sentative of the American trend in the pres- 
entation of such merchandise. 





Williams Buys Huntington 
Display Service 

Jack M. Williams has purchased the West 
Virginia Advertising Company, Huntington, 
W. Va. Junius Fisher and Merril Herman- 
son, former proprietors, will devote their 
entire attention to the General Display Cor- 
poration, Cincinnati, Ohio, where they have 
been engaged for some time in the display 
service business and distribution of display 
fixtures, materials, and accessories. 

























DRAMATIZE 
WITH 
BLOWUPS 
AND STOP TRAFFIC 
We specialize in 
TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 
MURALS 


in Black and White, Color, 
Sepia or Monotone 







































Blowups are widely and effectively 
used in show windows, store inte- 
riors and for exhibits. 


Made from your own photos, or 
you can select suitable illustra- 
tions from our photo library. 


Superb subjects are available for 
many seasons and events. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 


»\ 


WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 






















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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OF NATIONAL DISPLAYS = 


—A picture of speed 
and coolness, this amus- 
ing soda fountaineer is 
doing a double duty 
job in windows, on 
counters, backbars, and 
shelves where Reid's ice 
cream is sold. A cloth 
cap, similar to that 
worn by a soda clerk, 
carries the advertiser's 
trade-mark, accented by 
a trim red band. The 
streamlined arm_ holds 
interchangeable cards 
permitting the dealer to 
feature his daily spe- 
cials. Advertiser, Reid's, 
Brooklyn, N. Y. Display 
created and manufac- 
tured by Kay Displays, 
Inc., New York, N. Y.— 


—Here's a novel counter dis- 
play carried out in two planes. 
An actual bottle of Hanley’s ale 
rests on the small platform piece 
which connects with the front 


—Three new, smartly modern 
window displays are being dis- 
tributed to Pure Oil dealers— 
one featuring Tiolene, as shown, 
one Yale tires, and the other 


and back pieces to give a very 
real impression of a_ bottle 
nestled in ice. Created by Har- 
old Cabot & Co., Inc., and lith- 
ographed by The Forbes Litho- 


designed to sell the dealer's graph Company, Boston, Mass— 


general stock of motorist's sun- 
dries. The displays are unusu- 
ally effective in their multiple 
plane construction, bold, arrest- 
ing art work, and fresh and 
vigorous color effects. Designed 
and produced by Ketterlinus, 
Philadelphia, Pa.— 


—Human interest is the 
~ Mee appeal on this window 
Wai display card for Narra- 
B = TO SAVE gansett ale and lager— 
both the checker player 
and Narragansett are 
"hard to beat." Litho- 
graphed by Forbes, for 
Narragansett Brewing 
Company, Cranston, 


——- 





—The wise old owl 
sagely nods his head in 
approval of the Frigi- 
daire on this large mo- 
a being used 

meee y the refrigerator firm's 
SAVES v ornnis deaiers. Lithographed 

by Forbes— 


FAMOUS 


PRIGIGAIRE 








NEW ENGLAND CHARACTER ANB TAS 
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The greatest 
attention compeller 


in DISPLAYS is 


Size, color, beauty, shape—all focus 
attention but none have the com- 
pelling power of motion. Before 
the kaleidoscopic background of 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
eyes center there. If you want your 
sales displays seen, if you want 
your message put across to project 
your “specials” into passers’ minds 
—give your displays action. And, 
if you want dependable trouble- 
free, long lived, low cost animation 
(any motion, any speed), power 
them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 
them on SPEEDWAY Turntables. 
These dependable 110v_ back- 
geared units comprise a complete 
line that meets every display con- 
| dition. 

\}} + 


|} } 
WRITE FOR 
CATALOG 


Speed Way Mig., Co. 
1839 South 
52nd Ave., 


The Fountain Air Brush 


The AirBrush of the Particular Artist 





> 
~ 
FS 











The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, Il. 








IMPORTED DOMESTIC 


CORDUROYS 
VELVETEENS 


RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J.C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N. Y. 




















WINDOW DISPLAY 


Fashion, Interior, and Counter Display. 
Demand for trained workers increasing. 


TRAPHAGEN FOR RESULTS! 
Day and Evening courses. Enroll at 
TRAPHAGEN SCHOOL 


1680 Broadway (near 52nd St.) New York City 
all, _ write or phone Col. 5-2077 for Cir, 62 
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Lighting Engineers Hear Plea 
For ''Face-Lifting’ Streets 

Harmonious rows of shops with lights 
streaming softly through colored glass 
facades will replace the present jumble of 
irregular fronts and confusing lights on 
“America’s Main Street of 1950,” according 
to H. M. Alexander, architect, Libbey- 
Owens-Ford Glass Company, who painted a 
dramatic picture of “The Main Street of 
Tomorrow” at the annual meeting of the 
Society of Illuminating Engineers held in 
Minneapolis August 25-31. 

Alexander said that through a greater use 
of structural glass, which can be lighted 
from behind and is adaptable to sandblasted 
designs, the main streets of America will re- 
ceive a general face-lifting in the next dec- 
ade. “Lights will stream softly through 
colored glass facades,’ he predicted, “and 
the after-dinner shopper walking along the 
street will sense a feeling of repose. Like- 
wise, individual structures such as the town 
hall, library and fire house, will be bathed 
in a flood of colored light. The ‘Main 
Street of Tomorrow’ will present the shopper 
or visitor with an arresting and yet tasteful 
spectacle because the architecture of the 
stores and offices will have a common de- 
nominator, and will constitute a streamlined 
advertisement of the goods or services ob- 
tainable inside.” 

He pointed out that the addition of lumi- 
nous storefronts, which are high in eye- 
stimulus and attraction value, greatly in- 
creases the night-time appearance of the 
store and is a valuable aid to increased 
business. Examples were presented to show 
that where such improvements have becn 
made, in each case sales increases resulted. 


Book On Display To Be Placed 
In "Crypt of Civilization” 

Reeder-Morton Publications, Inc., New 
York City, has been notified that the advis- 
ory committee in charge of selecting mate- 
rial to be perpetuated in the “Crypt of Civ- 
ilization” sponsored by Ogelthorpe univer- 
sity, Georgia, has chosen “Display Animation 
1938” as one of the books to be sealed in the 
crypt until the year 8113. 

In order to preserve the volume, each page 
will be photographed and the negative im- 
pression so obtained will be translated into 
a positive impression on copper by means of 
the photo-engraving process. Then the en- 
graved depths will be filled with a metal 
which is in strong color contrast to copper. 
The reduction will be seven times, and the 
copper plates will be only 1 by 1% inches 
in size. However, a seven-power magnifying 
glass will restore the type to its original size 
—when it is read in the year 8113. 








Co-operative To Handle 
Certain-teed Products 

Co-operative Displays, Inc., Cincinnati, 
Ohio, has been appointed by Certain-teed 
Products Corporation, New York City, to 
handle the Certain-teed line in the Cincin- 
nati area. 





Wayne Boring 
With Rice's 

Wayne Boring has joined Rice’s Fashion 
Corner, Inc., Norfolk, Va., replacing R. B. 
Johnson, resigned. 











Send for New 


na i < @ Descriptive 


folder Illustrating 


Seasonal Display 
Backgrounds 


for 
FALL--- WINTER 


CHRISTMAS & CRUISE 
DISPLAYS 





ER AICO incoaronares 


116 EAST 27™STREET 


nEWw vYORK 


PHONE 


MUrray-Hitt 5-2687 


———————— 








VOGUE-WOOD 


PANELS 
for CHRSTMAS 


Obtainable in Silver, Copper, 
Gold, Natural, and Colors 


FLEXIBLE 
PRACTICAL 
| DURABLE 


Send for Free Samples 





| 


UNUSUAL PRODUCTS CO. 
| 4568 Beverly Blvd. 
Los Angeles, Calif. 











Mr. Display Manager... 


Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
Our graduates know their business. 


ACADEMY OF DISPLAY 


Send for Booklet “N’’, 8 E. 418t St., New York City 












| Novodom Turntable 


Runs 4 Weeks on 
Flashlight Batteries 


WIRES 
NO E35 
ELECTRICITY 


FLEISCHER & CO. 
12 West 27th St. 
New York City 
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SALESMEN WANTED 


A large Eastern manufacturer and converter of display materials selling 
only to DISPLAY DEALERS and CHAIN STORES is interested in mak- 
ing connections with men familiar with this type of trade in the following 
territories: Southwestern U. S., Southeastern U. S., Northern Midwest, 
Rocky Mountain territory east to Kansas City. Good opportunity for a 


live-wire man. 


Straight commission basis. 


Apply “MATERIALS,” BOX 77 
Care DISPLAY WORLD, 151 Fifth Ave., New York, N. Y. 
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"Will Picket," Says Union 
After Beer Poster Ban 

Local 144 of the Window Trimmers’ and 
Displaymen’s Union, New York City, affili- 
ated with the Committee for Industrial Or- 
ganization, recently sent word to the State 
Labor Authority that it will picket the lat. 
ter’s offices unless an immediate hearing js 
granted on the authority’s recent order limit- 
ing the size of posters advertising beer, these 
being supplied free to groceries and delica- 
tessens by brewery companies. 

The petition was announced by Ben L, 
Berman, union organizer, who said that the 
order meant the loss of jobs to 200 members 
of the union. Henry Bruckman, chairman 
of the authority, explained that the purpose 
of the order was to aid in preventing a re- 
turn of the close tie-up between beer retail- 
ers and manufacturers that existed before 
prohibition. 











DISTRIBUTORS WANTED 


To handle complete Christmas Display Promotion. 


Silk- 


screened and built-up displays in all sizes. Marvelous oppor- 


tunity for display house or sales organization. 


attractive details. 


Write for 


FLEISCHMAN ART, Inc. 


650 6th Avenue 


New York City 





EXPERIENCED WINDOW DISPLAY ARTIST 
desires position with department store or chain 
specialty shops designing and painting large 
pictures and panels for window display back- 
grounds. 

Address “ARTIST,” Box 77, 

Care DISPLAY WORLD 

151 5th Avenue, New York City 











XMAS TOY DISPLAY 
FOR SALE 


Ferris Wheel, Merry-Go-Round, 5- 


Ring Circus, Aeroplanes, Circus 
Back Drop. Bargain. Photo on 
request. 


Write “BOX L. T.” 
Care DISPLAY WORLD 


MECHANICAL CHRISTMAS 
ATTRACTIONS FOR SALE 


Nodding Santa Claus, Eye Rolling Gnomes, 
Clown on Horizontal Bar, Miniature Chute-the- 
Chute, Large Crib-Rocking Doll, Cube Spinning 
Seals, Hand Standing Clown, Top-Spinner. ALSO 
A SPECIAL 14-foot FERRIS WHEEL “PACK- 
AGE MACHINE” built to your requirements. 
Photos and details on request. Animated Dis- 
plays, Motion Mechanisms, Itinerants in any 
quantity designed and built to your order. 


CHARLES DINLOCKER 


Display Designer 
2218 Rittenhouse Square Philadelphia, Pa. 





SITUATION WANTED 
By experienced decorator; 15 years in ex- 
hibitions, conventions, parties, window 
backgrounds, interior displays. 


JOE FOSSLER 
7416 Elizabeth Mt. Healthy, Ohio 








POSITION WITH FUTURE—Energetic, respon- 
sible, married Displayman-Cardwriter with 12 
yrs. thorough dept. store exp., who has confi- 
dence in his ability, seeks perm. Middlewest 
connection as Display Mgr. medium-size firm or 
asst. in large organization, where his proven 
merits will offer future opportunities. A-1 refs. 
Address “M. G. W.,” care DISPLAY WORLD. 











SALESMEN WANTED 
Leading display material house will hire thirty 
men located in all parts of the country, expe- 
rienced in calling on department store and other 
retail outlets. Drawing account against com- 


mission. 
Address “P. C. D.” 
Care DISPLAY WORLD 





INTERESTED IN A BETTER JOB? 


Learn WINDOW AND INTERIOR DISPLAY. 
Design Backgrounds, Manufacturers’ Displays, 
Exhibition Booths, Showcards. Individual, prac- 
tical instruction by display experts. Free 
Placement Service. (Under N. Y. State License.) 
BROADWAY SCHOOL OF DISPLAY ARTS 
119 W. 57th St., Booklet DW, New York City 


COURSES in Window and Store Display, Back- 
ground Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individ- 
ual Advancement. No Correspondence Cour:es. 


THE RAY SCHOOLS 
Dept. DW, 116 South Michigan Blvd., Chicago. 








RECLAIMED 


Your worn Cutgwl chisels reground, made as 
good as new and returned postpaid at the 
following prices: 

1 to 6 Doz., 50c per doz. 

7 to 12 Doz., 4Oc per doz. 

13 to 24 Doz., 30ce per doz. 


. 1902 E. Cook Street 
John Meikle Mfg. Co., Soringaeta, titincis 


MAKE YOUR OWN BLOWUPS!! 


Liven up your displays with GIANT PHOTOS. 
They are easy and economical to make in your 
own department. Send today for Free Circular. 
Complete Illustrated Instructions only $1. 


FOGARTY 


1689-D Capitol Ave. Bridgeport, Conn. 











DISPLAYMEN everwhere can make sub- 
stantial income easily in spare time. Ab- 
solutely no investment. An_ unusual 
opportunity. “D. M.,” BOX 77, care 
DISPLAY WORLD, 151 5th Ave., New 
York City. 








WANTED—Position as display manager or as- 
sistant in department store; any size; anywhere. 
Twenty-seven years’ experience in display. 1n- 
cluding 19 years in last position with prominent 
Southern store. Expert cardwriter, carpenter, 
Cutawl operator, etc. Experienced in building 
departments for special promotions. Best of 
references. Any reasonable offer considered. 
Need job badly. Address “J.W.C.” care DIS 
PLAY WORLD. 


— 














SALESMEN WANTED 
To reduce our stock of Anaglypta (out- 
standing ornamental relief material). Lib- 
eral commission to men who can sell. 
LLOYD 


48 W. 48th St. New York 








LEARN WINDOW DISPLAY, SHOW CARD 
WRITING and Retail Advertising. Personal 


instruction under experienced teachers. Inten- 
sive short courses. Practical, individual work 
in each subject. Low tuition. Catalogue free. 


CHICAGO DISPLAY SCHOOL 


Will H. Bates, Director 
Chicago, Ill. 


39 W. Adams St. 





ADVERTISING — HOME STUDY-—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common schoo 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266B Cnicage 


— 
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Alfred J. Climenson 
Dies Suddenly 


For the past-sixteen years display director 
for Watt & Shand, Inc., Lancaster, Pa., Al- 
fred J. Climenson died suddenly at his home 
Sunday, August 21, of heart disease. He had 
spent the preceding day in working on his 
display schedule for the following week and 
on tentative plans for the Christmas season, 
and seemed to be in the best of health at 
that time. Besides his wife, Climenson is 
survived by three sons, a daughter, and a 
sister. Funeral services were held at the 
Eppihimer funeral home, with interment in 
Honey)rook cemetery; the American Legion, 
of which he was a member, had charge of 
the services. 

Climenson first entered the display field in 
stores in Coatesville and Downingtown, Pa., 
and then spent some time in the display de- 
partment of Strawbridge & Clothier, Phila- 
delphia. In October, 1919, after his return 
from overseas service, he accepted a position 
as assistant to H. M. Shaar, display director 
of Watt & Shand, Inc., and when Shaar 
was promoted to store superintendent in 1922 
Climenson succeeded him as head of the de- 
partment. 

Many factors in the display field attend- 
ed the funeral, at which directors of the store 
served as honorary pallbearers. The active 
pallbearers were members of the store’s dis- 
play department. 





Arthur E. Skoler To Open 
The Skoler Institute 

On September 19 Arthur E. Skoler, whose 
series of articles on show card writing is a 
regular feature of DISPLAY WORLD, will 
open The Skoler Institute of Lettering, Pos- 
ter Design, and Commercial Art as a resi- 
dence school of Newark, N. J. The school 
has been organized in response to many re- 
quests to Skoler for such a project, and his 
more than twenty-five years of practical ex- 
perience in this type of work makes him 
highly qualified as director of the institution. 
He will be aided by six capable assistants. 
During November Skoler will announce the 
school’s correspondence course in the same 
subjects as taught to resident students. 
Skoler, in addition to being head of the Insti- 
tute, is vice-president of the Art Sign Com- 
pany, Inc., Branford place at Halsey street. 
Newark. 





"y, . —— 
rainoramics 
Introduced 


Clever “Trainoramics” figurines have been 
introduced recently to the display field by 
Adler Corbett Studios, Inc., 55 West 42nd 
street, New York City. Supplying a welcome 
touch of humor to displays, the figurines arc 
the inspiration of Harry G. Corbett, well 
known for his work on plastic display pieces. 
The execution of the “Trainoramics” is be- 
ing.done by Frank Trainor, sculptor. 

While resembling costly ceramic figures, 
the new figurines are made of an unbreak 
able latex material, enameled in bright 
Colors. They are from 12 to 15 inches in 
height. A new set, with an eye to seasonal 
and holiday tie-ins, is produced each month. 
hotographs and price lists on the figurines 
can be obtained by writing the firm at the 
address given above. 








INTENSIFYING SPOTLITE 


An intense beam for 
highlighting featured 


DISPLAY WORLD 








Dramatic 
Dllumination 


instantly adaptable to 
any type of display 


BIRDSEYE 
REFLECTOR LAMPS 


Inside-Silvered + Self-Reflecting 


Light your displays with Birdseye Inside-Silvered Reflector Lamps in 
Swivel Sockets. Create any effect from spotlighting to floodlighting 
merely by changing lamps and flexing the Swivel Sockets. 

Bright, pure silver, sealed on the ‘side of the bulb, directs all the 
light where you want it with minimum sidewalk spillage and ceiling 
loss. Lighting intensities on the display are greatly increased and there 
are no exposed, dust-collecting reflectors to be cleaned. 

Let us show you how these remarkable lamps can help you drama- 
tize your displays so that they demand attention. Mail the coupon now 
for prices and full details of the lamps that are revolutionizing win- 
dow displays on Fifth Avenue, State Street and Wilshire Boulevard. 





CONCENTRATOR 


Moderately concentrated 
beam for floodlighting. 


TUBULAR 


Side-silvered for show 
case, cove and panel 


SWIVEL SOCKET 
Gives directional flexi- 
bility to any Birdseye 


merchandise. lighting. Lamp. 
Reg. 

U.S. Pat. Of. Factory: Gloucester, Mass. 

| “ie \ 

Birdseye Electric Co. | 

| 100 East 42nd Street, New York, N. Y. | 

I'd-like to know more about Birdseye Reflector Lamps and the 

dramatic effects they produce at an actual saving in current. | 

! | 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


(C? Air Brushes 
() Airpainting Equipment 
() Animated Signs 
0 Artificial Flowers 
() Artificial Snow 
(J Backgrounds 
(0 Background Colors 
() Background Coverings 
CL) Booths, Floats and Exhibits 
(J Brushes and Pens 
() Card & Mat Board 
() Cardwriters’ Materials 
C) Color Lighting 
(0 Crepe Papers 
O Cut-out Letters 
OD Cutting Machines 
CL) Decorative Papers 
OC Decalcomania 
0D Display Furniture 
[] Display Forms 
() Display Racks 
() Drawing Boards 
CL) Enlarging Projectors 
(J Fabrics and Trimmings 
Fixtures 
Flags and Banners 
C) Foils 
| Grass Mats 
[) Hosiery & Shoe Forms 
{J Invisible Glass - 
CL) Lacquering Outfits 
CL) Lamp Coloring 
() Lithographed Displays 
CL) Mannequins 
[) Mouldings 
[) Metal Sheets 
() Millinery Heads 
CL) Motion Displays 
[] Motion Mechanisms 
(j Natural Foliage 
(OD Pageants & Exhibits 
C) Plaques (Window) 
[) Papier Mache Specialties 
CD Photographic: Biowups 
{1 Plastic and Composition Pieces 
CD Price Cards—Tickets 
() Price Ticket Holders 
[) Sale Banners 
[) Socks—Window 
C1 Show Cards 
() Show Card Colors 
L) Show Cases 
CL) Show Case Lighting 
() Signs—Card Holders 
CL] Signs—Brass— Bronze 
0) Signs—E lectric 
(0 Sleeve Forms 
(1) Stencil Outfits 
() Stock Posters 
Cj Store Designing 
() Store Fronts 
Tackers 
Time Switches 
() Turntables 
(J Valances 
() Wall Board 
() Window Drapes 
() Window Lighting 
(J) Wood Carvings 


2 Do you wish a copy of their catalogue ? 
Do you plan to remodel your store soon? 
(J Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 
Firm 
Display Manager 
Street ... 
City 








DISPLAY WORLD 


TWENTY-FIVE YEARS AGO 

James McCreery & Co., New York City, 
adopted the practice of using price tickets in 
display windows—against store policy prior 
to that time... 

J. A. McNabb, Richard Hall & Son, Peter- 
borough, Ont., was elected president of the 
Canadian Window Trimmers Association at 
the organization’s annual convention, held in 
Toronto... 

R. H. Macy & Co., New York City, closed 
all windows for one week while the installa- 
tion of a particularly elaborate series of dis- 
plays was being done. Especially designed 
wax mannequins were featured in scenes de- 
picting “Opera Intermission, “At Monte 
Carlo,” “Her Boudoir,” 

Twenty-one members of the Milwaukee 
Association of Mercantile Decorators, Local 
No. 1, attended a banquet marking the first 
anniversary of the organization. Morten 
Hoffstadt was president at that time... . 

Reflector firms were advertising to the 
display field the advantages of a lamp re- 
flector over the naked lamp bulb... . 

A. Millermaster was in charge of display 
for Ed Schuster’s, Milwaukee, Wis.; W. R. 
Chandler for Nelms & Blum Company, 
Greenville, Miss.; J. A. Koerber for Straw- 
bridge & Clothier, Philadelphia, Pa.; Monroe 
S. Snyder for M. Goldenberg’s, Washington, 
D. C.; O. Wallace Davis for M. Nathan & 
Brother, Johnstown, Pa.; Al Hagen for The 
Grand Leader, St. Louis, Mo.; John Stiff for 
Kerr Dry Goods Company, Oklahoma City, 
Okla.; Will R. Ashby for Keith-O’Brien 
Company, Salt Lake City, and J. M. W. Yost 
for Penn Traffic Company, Johnstown, Pa... 


TEN YEARS AGO 

Lewis A. Rogers, for seven years editor 
of Merchants Record and Show Window, 
Chicago, IIl., died of pneumonia after a brief 
illness .... 

Carl Ahlroth, The May Company, Los 
Angeles, Calif., won the grand prize in a na- 
tional display contest sponsored by The 
Hickok Manufacturing Company. Other 
principal winners were: Frank Dodson, 
Woolf Brothers, Wichita, Kan., and Al Mor- 
ton, Baer Brothers & Prodie, Chicago.... 

W. L. Stensgaard was manager of displays 
and equipment for Montgomery Ward & Co.,, 
Chicago, as well as being president of the 
International Association of Display Men... 

Just as in 1938, Vancouver was the conven- 
tion city for the Pacific Coast Association 
of Display Men. Walter Rimes, Henry 
Birks & Sons, Ltd., was convention director, 
and F. O. E. Heales was president of the 
west coast group... 

Joseph C. Chase, display director for 
James McCreery & Co., New York City— 
author of several articles appearing in the 
Saturday Evening Post—was preparing to 
bring out his book entitled “Romance of an 
Art Career” 

London, England, displaymen were com- 
plaining that a period of intensely hot 
weather was melting their wax figures even 
when blinds and awnings were down. Crowds 
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gathered at frequent intervals in front of 
shops to laugh at the appearance of dis- 
solving mannequins which had been neg. 
lected too long in the scorching heat ..., 

Everett W. Quintrell, Elder & Johnston 
Company, Dayton, Ohio, was elected presi- 
dent of the Dayton Display Men’s Associa- 
ee 


R. K. Pugh Joins 
Arkansas Store 

Formerly display manager for The Bell 
Shoe Company, Greensboro, N. C., R. K. 
Pugh has accepted a similar position with 
the Boston Store Dry Goods Company, Fay- 
etteville, Ark. 








Teletouch Appoints 
Sole Distributor 

The Teletouch Magic Mirror Corporation, 
New York City, has appointed the Lawrence 
Sales Organization, Inc., of the same city, 
sole distributors for the firm’s advertising 
displays. 
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